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NOW, MAKE 
BONUS PROFITS 
ON EVERY 
DEHUMIDIFIER SALE! 
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“w Coolerator 


DEHUMIDIFIERS GIVE YOU BETTER MARGINS 
WITH TERRITORY PROTECTION! 








CUSTOM MODEL CDAB-241 (above) 
features Automatic Humidstat control with 
# qt. water container, 34° hose connection 
for permanent drain, and i tree swiveling 
casters. Plugs into any 115-vole outlet, 


measures 154%, x 144, x 17! SUPER 
MODEL CDB-241 (not shown) has same 
quality features with manual operation 


You need all the profit you can make to meet today’s stiff competition—and these new Coolerator 
Dehumidifiers give you bonus profits! 


Under Coolerator’s exclusive 4-Point Profit Program, you buy these new dehumidifiers direct from 
Coolerator and receive territory protection. Vhis assures tull grosses for better net profits! And you get 
the bac king of a nationwide system of field warehouses and factory authorized service depots. This 
means you can work with minimum inventories and get fast service on parts! 


You get top quality, too! Every new Coolerator Dehumidifier must pass more than 11 rigid tests and 
inspections, including a special half-hour maximum performance test under actual operating condi- 
tions. This insistence on quality control has resulted in Coolerator becoming an industry leader ir 
Dehumidifier sales. 


i 


In addition, you have plenty of quality features to sell, including a full 1/5 h.p. compressor, long 
2-row evaporator coil, multi-fin condenser, big 8” fan, and hermetically-sealed system. 


Don't miss out on the bonus profits you can make with these new Coolerator Dehumidifiers. Mail 
the coupon below today for complete information. 


ONLY COOLERATOR PROVIDES ALL 4 ESSENTIALS FOR BONUS PROFITS! 


@ Quality Products! 
©) Features That Sell! 


€ Direct From Factory Purchasing! 
©) Protected Territories! 


COOLERATOR DIVISION ......... sau as cousen vosavi 


Albion, Michigan 


McGRAW 


EDISON : Finest in Home Comfort Appliances 





McGRAW-EDISON COMPANY . 
| | 


COOLERATOR DIVISION, DEPT. AC-6 
McGraw-Edison Company, Albion, Michigan 


Please send information on (  ) 4-Point Profit Program 
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SPOTLITE. --@ quick look at what's going on 


Take a look at the big picture. 

The big picture we're talking about is the 
nation's economic health. 

And it's a most attractive picture. 

And that's why we recommend you take a 
long careful look. While it's true that the 
appliance business has on occasion run 
counter to business in general, in the long 
run a boom in the economy as a whole means 
a boom for the appliance industry and the 
appliance retailer as well. 

One good indication of the business com- 
munity's optimism can be seen in the first 
reports of McGraw-Hill's 12th annual survev 
of business' plans for new plants and equip- 
ment. We'll print details in July. Here's 
just a sampling, however: (1) Industry plans 
to spend more in 1959 than ever before to 
modernize obsolete plants and equipment; 

(2) Business now plans to spend seven percent 
more in new plants and equipment in 1959 

-and to increase slightly its capital spend- 

ing in 1960; (3) Sales of manufacturing com- 

panies are expected to be nine percent 

higher this year and to show an additional 
increase of 18 percent by 1962. 

Already the appliance business seems to 
be mirroring the improvement in the pation's 
economic outlook. Almost without exception, 
mid-May regional reports by ELECTRICAL 
MERCHANDISING's field editors tell of 
"quickened sales", "increased activity" and 
"a big splurge" (page 13). 

Speaking of ''big splurges'', that's the 
best way to describe the fantastic growth of 
new bank credit plans. We've rounded up all 
the pros and cons from the retailer's point 
of view in an article beginning on page 35. 
Incidentally, in the story we mention that 
the plans are spreading so fast that we 
could hardly keep up with them. Since com- 
pletion of the story, two significant new 
plans have been announced. Continental 
Illinois National is offering a check credit 
plan, becoming the first major Loop bank 
to enter this field. And Sears has added a 
new 30-day charge account feature to its 
revolving charge plan and has extended pay- 
ment terms on the plan. Now, customers.-will 
pay no service charges if they pay for pur- 
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chases within 30 days of the billing date. 
Monthly payments may now be spread over 
10 months instead of six as in the past. 

In a dramatic move to "help the industry 
solve its marketing problems and create 
a broad base of strong dealers", Whirlpool 
Corp. has endowed a chair of marketing in 
the School of Business Administration at 
American University. The new chair will 
conduct research into problems in marketing 
and will make special studies of the appli- 
ance industry for the purpose of helping 
dealers improve their marketing and manage- 
ment skills. American University has already 
established a close relationship with the 
industry through the Institute of Management 
which it conducts each summer for NARDA. 

This month the industry ''goes to market"' 
and one big product surprise is previewed 
in this issue. On page 70 you'll find the 
first published photos of Philco's revolu- 
tionary new transistorized portable TV set. 
New designs in TV and new forms for stereo 
are expected to dominate product news made 
at the Chicago Markets and at the Music 
Show, held this year in New York. For a pre- 
view of these events, plus lists of exhi- 
bitors at each, see page 80. And don't 
miss next month's preview of the Atlantic 
City Housewares Show. Whether you go to 
the Show or stay home, the July issue which 
will be distributed on the opening day of 
the show will give you a graphic idea of 
exactly what's new in housewares. 

A similar preview of what's new in the 
brand new business of stereophonic sound is 
also upcoming in next month's issue of 
ELECTRICAL MERCHANDISING. In it 
you'll discover just how stereo has changed 
in one year on the marketplace. And you'll 
find that a whole new array of terms and 
products will be awaiting you when the new 
lines make their bows later on this month. 
The stereo roundup is just one of a number 
of stories packaged in our Special Report 
on Sound. It will be a part of the July 
issue but if you attend the Music Show in 
New York this month, look for the special 
preprint of the section which will be distri- 
buted there. 
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WESTINGHOUSE. 


















TSM-13 

New 13 cu. ft. Westinghouse 

- COLD INJECTOR REFRIGERATOR 
with 101 Ib. Separate Home 

Freezer at top. 













































New 14 cu. ft. Westinghouse 
COLD INJECTOR REFRIGERATOR 
with 161 Ib. Separate Home 

Freezer at bottom. 







PDW.103 
New Westinghouse 

ROLL ABOUT DISHWASHER 
with exclusive 


HOT WATER BOOSTER 








PLUS—Freezers, Water Heaters, 
Food Waste Disposers and 
Kitchen Cabinets 






Timed for the height of the selling season, Westinghouse and a time-proven appeal of bonus trade-in allowances. Here’s 
OPPORTUNITY DAYS 1959 continues with exciting new still another opportunity for forward-looking dealers to roll up 
promotions and ideas to he!p you get the lucrative trade-in bigger sales with Westinghouse! Your Westinghouse Distribu- 
business. A new push—with new products—new promotions— tor can give you the details. 


WESTINGHOUSE GIVES YOU MORE... 
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BMS-30 
New Fully Automatic 
Westinghouse 30 in. 


SPEED ELECTRIC RANGE 


L-124 

New Westinghouse 
4-PROGRAM LAUNDROMAT'‘ 
AUTOMATIC WASHER 

with New Live Water 

Wash Action 














PRODUCT ’ POWERFUL 
SPECIALS ~~ KEY CITY 


that will get your customers i, ee NEWSPAPER ADS 


to trade their old... for the newest 


AND OF COURSE . TERRIFIC 
— America’s top TV comedy 6-DAY PROMOTIONS 


team to sell you week after WEEK AFTER WEEK saat 


week on the ‘““‘WESTINGHOUSE 
LUCILLE BALL-DESI ARNAZ HOTTEST WARM WEATHER DEAL 


". CBS- >J Pre ” BIG BONUS ALLOWANCES 
a a X 4 . FOURTH-OF-JULY SPECIALS 


: TRADE-IN 1...SAVE ON 2 
Watch the launching of OPPORTUNITY DAYS TRADE-IN NEWLYWED SPECIALS 
SALE on June 8th! and other proven appeals 











; a | AI 

9 = AZ 
OAS you CAN BE SURE...1F ITS V Vesti n Can Aas 
: WESTINGHOUSE®* Westinghouse Electric sens, a Major Appliance Division, Mansfield, Ohio “eormicw™ 


of what your customers are looking for 
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With the choice 
of 28 front panels to 
match our cabinets. 4 
That can now wash pots and pans 
and plastic dishes. | 


| want to see the pushbutton 
dishwasher | read about 
in House & Garden 


With the That holds 
air conditioned drying. enough dishes for 
a whole party 


all at once. 


That's 
so quiet | can 
snooze in peace. 





a“ —-. ‘2. 


there’s only one dishwasher in America that does all that—-the 


Just a minute 
new 1959 WASTE KING with Magi-matic cycle selection—there‘s nothing else 





on the market like it. 

It's built by the same people who produce 
the WASTE KING line of fastest, quietest, 

highest quality garbage disposers 

—not only you, but 33 million others 

have also seen WASTE KING ads in 
Living, House & Garden, House 
Beautiful and American Home. 






















Would your family like to see the 


WASTE KING 


demonstrated—? 


What family, | never saw those 
people before in my life 





oe 
Waste King 





WASTE KING CORP. 
3300 East 50th Street 
Los Angeles 58 
California 
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Auitomatic. Woter Heaters 


fit 
your 


business... 


If there's room for more and better profits 
in your business, we suggest you add 

(if you don’t already carry) 

TOAST MASTER* Automatic Water 


Heaters in your line. 


As a matter of fact, Toastmaster Water 





Heaters are virtually the ideal big-ticket 


appliance. In every household, a water 





heater is absolutely essential. The market 











is steady ... both in new homes 





and in replacement. 








Best of all, there is an increasing demand 





for better quality, even at slightly higher 








cost. Homeowners are calling for longer 





life, better service, more dependability in 








recognition that these are the areas where 








true savings are realized. Meet the call 











with superior quality .. . sell 


TOASTMASTER Water Heaters! 







































































McGraw-Edison Company 
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_ What makes HOOVER the biggest name in floor care? 


The new slim silhouette of the Hoover Convertible. The spherical simplicity of the 
Hoover Constellation. And the trim, functional contour of the Hoover Floor 
Polisher. This is the Hoover look—the last word in modern design. 








This is the look that first opens the housewife’s eye... and starts you on the 
way to closing the sale. It holds her interest while you sell the features, the efficiency, ry 
the quality workmanship. And it helps build the overall image of dependability and b 
} 


sound value that, frankly, sells a lot of Hoovers. 
DESIGN: another reason HOOVER is the biggest name in floor care. The Hoover 
Company, North Canton, Ohio. 


-, HOOVER 


FOR THE VERY BEST IN HOME CARE 





ELECTRICAL MERCHANDISING—JUNE, 1959 PAGE 7 











Shee NS Oe Ble ol Oe Siem a Ole be = Oe Ga ia 


| INCHES 
LIFE INSURANCE 





\s little as on rop of moisture in a refrigerators cooling system can 
tuse unit failure. That's why Hotpoint uses special vacuum pumps and 
lehydration ovens that dry out each system to a point where the danger 
of moisture damage is virtually eliminated. No Hotpoint unit leaves the - 
Hotpoint Dealers’ profit opportunities are greater than ever before... 

factory with a measurable amount of moisture in its system 


But, for insurance, Hotpoint adds an 11-inch tube of synthetic zeolite If you're not a Hotpoint Dealer, you should be! 
This “molecular sieve” permits oil and refrigerant to pass through, yet 

permanently traps the faintest trace of moisture and prevents it from e 
harming the system. And, the amount of zeolite used is 20 times greater 

than is needed to handle even abnormal moisture. As a result, Hotpoint 


refrigerators last longer and perform more dependably 


Extra protection such as this is built into every Hotpoint applianc A Division of General Electric Company, Chicago 44, Illinois 


Sell Hotpoint quality and you sell customer satisfaction 


) 


zZ 


> 
Ulf ifiil! 


ELECTRIC RANGES * REFRIGERATORS * AUTOMATIC WASHERS * CLOTHES DRYERS * CUSTOMLINE®* 
“tenes? DISHWASHERS + DISPOSALLS® + WATER HEATERS * FOOD FREEZERS + 


% 
¢, 


AIR CONDITIONERS 
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LATEST 
MONTH 


QUICK-CHECK OF BUSINESS 


| PRECEDING 


MONTH YEAR AGO THE YEAR SO FAR 


trends 





FACTORY SALES 


appliance-radio-TV index (1947-1949=100) 179 


24.3% up 


178 (3 Mos. 1959) 


140 





RETAIL SALES 


total ($ billions) 17.9 


9.5% up 


17.6 (3 Mos. 1959) 


16.1 





DEPARTMENT STORE SALES 


index (1947-1949=100) 139 





7.6% up 





130 
































Don’t be misled by the favorable vote on Fair Trade in the 
House Interstate and Foreign Commerce Committee. 

It’s true that the 20-9 margin in favor of a national Fair 
Trade law was both surprising and encouraging to support- 
ers of such legislation. 

But Washington observers point out that a more difficult 
hurdle—the Rules Committee—must be cleared before the 
legislation can be brought up for a vote in the house. And 
these same observers add that there is no prospect for Senate 
action this session. The real fight for adoption, they say, will 
come in the next session with the threat of a presidential 
veto hanging over the bill even then. 





Pa 

List prices are coming in for more and more criticism. 

Last month Kenneth B. Willson, president of the National 
Better Business Bureau issued an appeal to manufacturers 
to abandon use of list prices which do not coincide with the 
going prices. 

(Throughout his letter, Willson made the same _ point 
Which ELECTRICAL MERCHANDISING’s Jim Cassidy made in 
his analysis of the FTC pricing rules in the April issue— 
that unless otherwise qualified, list price will be held to mean 
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Reports, Dept. of Commerce, BLS, Council Econ. Advisors, Cens 











s Bureau) (*New Series) 


the going price. Willson pointed out that the term ‘list price’ 
as used in national or local advertising in recent years has 
not coincided with going prices. ) 


You may be able to make some use this summer out of an 
experimental ‘discomfort index” being prepared by many 
U.S. Weather Stations. 

The Index takes into consideration both temperature and 
relative humidity. It’s the interplay of these two factors 
which makes you uncomfortable in hot weather. 

The index is being prepared for managers of buildings 
which are air conditioned; it will tell them when to turn 
their units on. It will also assist utilities in planning their 
loads. 

But it’s obvious that retailers should be able to work the 
“index” into their advertising and sales pitches. 

The discomfort index is four-tenths the sum of the dry 
and wet bulb thermometer readings, plus 15. An index of 75 
would prove uncomfortable for many people—such an index 
combination of 75 degree temper- 
ature and 100 percent relative humidity, or 80 degree temp- 
erature and 60 percent humidity, or 85 degree temperature 


would be reached with a 


Continued ¢ page 10 


PAGE 


| | (4 Mos. 1959) 
t — | —_————$ —$—$——————— 
CONSUMER DEBT | .2% more 
owed to appliance-radio-TV dealers ($ million) 348 | 350 347 | (3 Mos. 1959) 
—— Sf $$ . 
| 
FAILURES 32.4% less 
of appliance-radio-TV dealers 28 31 58 (4 Mos. 1959) 
| mine ie inte 
HOUSING STARTS | | 37.4% u 
(thousands) 137.0 | — L etal { (4 Mos. 1959) . . 
AUTO OUTPUT | | 40.1% u 
(thousands) 578.8 576.1 . a (4 Mos. 1959) , 
DISPOSABLE INCOME . | = ; 4.9% vu 
annual rate ($ billions) 321.0 | 315.8 306.1 I (Ist Quar a4 
LIVING COSTS 8% vu 
index (1947-1949=100) 123.7 123.7 123.3 (3 Mos. 1959) , 
_ — — imine — a a t ve 7“ a 
CONSUMER SAVINGS | . —_— 5.5% u 
annual rate ($ billions) 21.0 19.9 | 19.9 | Ist Quar a 
UNEMPLOYMENT | | | 12.6% down 
{thousands} cnnedll . —_ me in | val | 4 Mos. 1959) 
Sources, in order: FRB, Dept. of Commerce, FRB, FRB, Dun & Bradstreet, Bur. Labor Statistics, Ward's Auto 
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wt! WRINGERS 


As every salesman knows, many prospects have definite reasons for wanting a wringer 
washer. Some, because wringer washers get even the dirtiest clothes really ciean. Others 
want dependability, speed and savings in soap and water. 

With such prospects, dealers find wringer washers easier and more profitable to sell... 
with no trade-ins and no service headaches. And let's face 1t! The distinguishing 
difference between a ‘‘wringer”’ washer and any other washing machine ss the wringer 


itself. So, you make more money when you promote those washers that feature the 


best known, best liked and best performing wringers ...LOVELL PRESSURE 


CLEANSING WRINGERS. 





© Wringing’’ a dollar bill and folded rug ® Sell Safety. A touch of the bar releases roll 
together shows how Lovell'’s balanced pres- pressure on standard models. Deluxe model 
ire Zets ALL clothes cleaner and drier. 77 responds to an instinctive ‘‘pull-back.’’ 


Pressure cleansers have been the main line at Lovell’s for more than 75 years. Their 
superior engineering, quality construction and solid sales features have made them the 
number one choice of leading washing machine manufacturers. 


There's profit and good will to be gained from the sale of You'll find Lovell Pressure 
- Cleansers on such famous 
wringer washers. But you'll get your full share only when you ienisineiaiicai malt tibialis ine 
feature the lines that feature Lovell. For now more than ever ®BARTON ® BLACKSTONE 
®DEXTER @ EASY ® MONARCH 
@ ONE MINUTE ® PHILCO 
And Lovell Pressure Cleansers are the best known, ®WOMAN’S FRIEND @ ZENITH 


before, the wringer makes a significant difference. 





best liked wringers t 


PRESSURE CLEANSING WRINGER 


Lovell Manufacturing Company .- Erie, Pa. 








trends cms 


and 30 percent humidity. 
For further details, check 





your local Weat her Station on 
the availability of the index. 





Hold your hats. The electric 
car may be making a come- 
back. 

American Motors made 
headlines recently when the 
firm announced that it was co- 
operating with Sonotone in 
exploring the feasibility of a 
“revolutionary” electric car. 

But the electric car business 
had been humming long be- 
fore the American Motors 
story broke. 

In San Diego the Stinson 
Co. is producing 100 electric 
sports cars for delivery to util- 
ity companies. 

Cleveland Electric Vehicle 
is turning out lightweight 
trucks and will have an elec- 
tric car this summer. 

In England, Traction Elec- 
tric Limited has turned out an 
$840 car and hopes to be pro- 
ducing 30 to 40 a week by sum- 
mer. 

In Denver a firm is develop- 
ing a kit which will convert 
Chevrolets, Fords and Ply- 
mouths to electricity. 

Nic-L-Silver Battery Co. of 
Santa Ana, Calif., has sold an 
auto to Seattle City Light. 

Electricar Mfg. Corp. of 
Freeport, Long Island, al- 
ready in the golf cart busi- 
ness, has announced plans for 
an electric sports car and se- 
dan. 

Atlantic City Electric is 
working with American Mo- 
tors and several other firms on 
tests of a Rambler converted 
to electricity. 

With the utilities promoting 
the electric car, the $64,000 








question is whether appliance 


dealers will be selling them. 
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LIKE TO SEE SOMETHING IN STEREO? 
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FIVE DASHING FLEETSIDE MODELS ofler the prestige-building style of smooth-lined body side panels as well as extra carrying 


capacity. Bodies come in lengths of 78” or 98” and all are a full 6’ wide! Maximum payioad capacity is a high 2,750 Ibs. 


... slash Your Gas Costs by up to 20% 


with a big, tough Chevy pickup! 


Chevrolet's 1959 Thriftmaster 6, with new Economy-Contoured 
Camshaft, makes a tankful of gas go farther by many miles. It’s 


standard in every pr kup model ...and so ts extra load capacity 


and stay-on-the-jol coughness! 


Choose any one of Chevy's 5 dashing Fleetside models or 7 handy Step- 
side models and you can count on extra savings right from the start 
Rach of these models offers the newly improved Thriftmaster 6 as 
standard equipment. With a new Economy-Contoured Camshaft, this 
engine provides up to 10° less fuel consumption. And in Series 31 and 
2, the Thriftmaster can be equipped with a new Maximum Economy 
Option*, consisting of new smaller venturi carburetor and economy 
ratio rear axle, that Improves economy by an additional 10! Or, if vou 
prefer V8's, these models (with the exception of 4-wheel drives) offer 
the power-packed performance and _ short-stroke efficiency of the ad 


vanced 160-h.p. ‘Trademaster V8*. *Extra cost 


No job's too tough for a Chevrolet truck! 
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SEVEN HANDY STEPSIDE MODELS, with side running board, provide spacious bodies 
in 78”, 98” and 108” lengths. Like Fleetside bodies, each Stepside model provides 
a ruggedly built tight-fitting tailgate and long-lasting select-wood floor with) steel 
skid SUI ps 


Whatever vou haul and wherever you haul it, you're sure to find a new answer 
to bigger loads and bigger savings in one of Chevy's spankin’ new "59 pickups! 
And you can get fuel economy like this in Chevrolet's four panel models with 
up to 213 cubic feet of load space. See ‘em at your Chevrolet dealer's now 


Chevrolet Division of General Motors, Detroit 2, Michigan 
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Sell more dehumidifiers - 
Sell Honeywell 
Automatic Controls 














SIMPLE INSTALLATION 
Just Plug It In 


AUTOMATIC OPERATION 


Set It... Forget It 


POPULAR . em 
RETAIL Ske 
PRICE | Honevwens 
ONLY QO = 


This Honeywell automatic control gives your dehumidifiers 
ore ppeal than ever betore. Juste show your Customers 
how they can set it ind forget it The automatic control 
operation keeps the area at the humidity desired, thus 
t [ i Wal { | I ( 1 
Lhe Honeywell dehumidifier Control just plugs in making 
a potential tomer out of ry family —even those who 
ready a) il Her 





Most of the leading manufacturers of dehumidihers oftet 
models with a built-in Honeywell dehumidifier control. Be 
ire to specify these models when ordering. And while you re 
atit, order a stock of Honeywell plug-in dehumidifier controls 
| 





to add sales appeal to those manually controlled dehumidifiers 


oneywell 


now on your hoor 


For com lete information about the new automats 
Honeywell dehumidifier control, telephone your nearest H . e 
Honeywell office. Or write: Minneapolis-Honeywell, Dept. HONEYWELL The WL 
1M-6- Minneapolis 8, Minnesota 
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THE 
EAST 


By John A. Richards 





Vim opens in Safeway store .. . Big 
outlet expansions continue . . . AC’s, 
refrigerators, laundry hold May sales 


at favorable levels 


“TWO factors typified the market in the 

| East last month. May business was 
shaping up nicely. Meanwhile, big outlets 
were making news. 


Flexing for the future occupied the 
brass with the mass merchants. Two 
Guys From Harrison announced further 
penetrations in New Jersey—at Kearny, 
North Bergen, Watchung, Woodbridge, 
and Neptune, all this year. Biggest store 
would be 200,000 square feet, smallest, 
61,000. Masters, meanwhile, seems to be 
for future openings of “pup” 
Lancaster, Reading, Hanover, 
here is to 





girding 
units in 
and Gettysburg. The design 


group small neighborhood units in a 
wheel, with a central warehouse at the 
hub. 

Long-unanswered question was what 


Vim would do in an era pushing appli- 
ance-TV 
especially in 
Last 
move. It 


diversification, 
shopping 
month Vim finally made its 
struck a 


merchants into 


one-stop loca- 
tions. 
with 


whereby the specialty house rents space 


deal Safeway, 
from the supermarket, retaining responsi- 
bility in sales, warehousing, delivery, 
and service. No one loses identity. First 
location opened was in Springfield, N. J. 
If it works, other Vim stores will open in 
Safeway locations, none closer than six 
miles to any other of present 62 Vim 
stores or of any other Safeway. 

The move came at a time when Davega, 
also oriented to the value of big suburban 
inits with advan- 
a proposed merger with Dil- 
bert Quality Supermarkets collapse. 

Trouble for the New York Sunset 
Stores seemed in the offing, with 
reports that the firm had filed in Chapter 


XI current at presstime. 


one-stop shopping 


tages, Saw 


chain 


Meanwhile, smaller dealers’ hunger fo. 
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more management know-how seemed in- 
dicated by the almost 80 percent enroll- 
ment of dealer students to NARDA’s In- 
stitute of Management, starting at The 
American University August 10. Only 12 
berths are still open to dealers interested. 
Proximity makes this school particularly 
attractive toeastern dealers. 


Eastern dealers, save for minority 
opinion, were happy over AC flurries, a 
pickup in refrigerators, and laundry 
holding firm. Temperatures shot up in 
the high 80’s for several days bringing 
flurries of AC sales in New York, Boston, 
and Washington. In Philadelphia, sup- 
pliers, with pre-season AC sales about 
half of last year, were groping for some 
stunts to make things move. 

A strong refrigerator and laundry pe- 
riod appears inevitable, with favorable 
reports from Albany, Reading, and 
Hempstead, L. I. dealers, to name a few. 
Freezers were slower. In Madison, N. J., 
Manhattan, and Washington, D. C., 
humidifiers caused some excitement. 


de- 


For the rest, radios were quiet, with 
transistors making the most noise. Dish- 
washers were good here and there. Stereo 
Was quiet in a period normally slow for 
hi-fi. TV was soft, except for portables. 
Except for minority reports of disen- 
chantment, the new RCA portables were 
going well with dealers, particularly in 
New York, on Long Island, in Philadel- 
phia, Buffalo. 


Boston, and 


THE 
MID- 
WEST 


By Ken Warner 


Dealers predict a 


pay-off year for 


air conditioning ... Freezers, TV stay 
strong ... And for some, it’s “across- 


the-board” business. 


: LL of a sudden, they've got me run 
£Aning.” 

That’s a Chicago specialty dealer talk 
ing, Whose sewing machine business ‘took 
off’ in May. No promotions, no ads, no 
anything. He 


just started closing deals. 


1959 





Had one record week, then another, and 
another. “If this keeps up, it’s going to 
make 1958 look really sick,” he crows. 

How much company did he have in the 
Midwest? Oddly enough, he had plenty. 
Right down his alley, a Minnesota dealer 
—not a sewing machine specialist—re- 
ports, “They’ve been bothering us about 
sewing machines for about three weeks.” 
And other Chicago specialists say the 
same thing. 


Air conditioning provided the big 
splurge. And splurge it is. With just three 
hot days to go on, an Indiana dealer 


tucked “25 or 30” cooler sales under his 
belt. “This might be fabulous,” he says. 
“I figure the air conditioner business is 
like raising hogs. You have to be in there 
every year to connect.” This dealer espe- 
cially likes this simile because farmers in 
his area were getting 24 cents a pound for 
hogs. His confidence is real: He 
“I’m buying.” 

An lowa man says that the five days of 
hot weather his area has had provided a 
real kick-off. “Another four days and 
everybody around here would be out of 
old units, and by July 1, there just would- 
n’t be any air conditioners for sale,” is his 
happy forecast. 


says, 


Air conditioning gave May business a 
shot in the arm in Chicago, too. It was 
the same weather, of course, but Chicago 
dealers are toting up other possibilities, 
too. Several found that really early pro- 
motions paid off in early sales. There were 
the usual cheaper installation incentives, 
and plenty of “clear the decks” approach- 


es. In early April, the weather didn't 
count, and customers still bought, so even 
a few pessimists are figuring on big 


ear. 

One loop independent has found a way 
to get full mileage out of the portable air 
the 
course. The clincher, however, is a 


conditioners. The price is lure, of 
rela- 
tively new angle: The dealer guarantees 
satisfactory cooling by allowing the cus- 
tomer to take the portable home and try 
f 


it. “If it won't do the job, bring it back 


and we'll apply the whole $139 on a big- 
ger unit,” says the salesman. And, evi 
dently, “sold,” Savs the customer. There’s 


a time limit, of course, on this offer, but 
it’s too soon to tell how many will be back 
In the meantime, the dealer is happy with 
several hundred sure sales. And that $139 
price is an unbelievable full margin deal 

Still going strong all over the lot, freez 
ers lost little speed even with the atten- 


ion on air conditioing. In Towa, an intro 


Continued page 16 
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NORGE the quality line- 


eee? 
ao eeeeeeeeOooeer" 


eecoeee 2%? 


eee 
neous ew eee essere 


-aciect Cale on the Retai 


BOOMING SALES SAY SO! 


Take a look at the spectacular sales increases in product 
after product in the Norge line! And Norge president, 
Jud Sayre, sees even bigger gains in the second quarter... 


DEALERS SAY SO! 


"Norge has the hottest 
freezer line in the industry! 
Sales are more than 





with increases up to 50% across the board. Norge, the 
line that doubled and redoubled its sales in the last 5 
years, is out for an even bigger percentage of take! 












"We sold 32 wringer 
washers in 2 days...and 
31 were Norge! Norge gave 


Realistic step-up features 
make it easy to 
merchandise and sell 

















double over last year!” 


Mr. Romie Thomas 


McDuff Hardware Co., 
Jacksonville, Florida 








us the complete merchandising © 
package we needed!” ¥ 






Mr. Frank Pizzuto, Pres. 
Kelly & Cohen—Pittsburgh, Pa. 


HERE’S WHY...Norge sells better: 


Exciting New Exclusives! Pace-setters in every 
product line—Dispensomat Washers, 4-Way 
Dryers with Hamper-Dor, Swing 'n Serve Refrig- 
erators, Vertical Broiler Ranges, “Safety First” 
Food Freezers, Wringer Washers with Lint Filter! 


Hottest Step-up Pricing! Strategically planned 
to move ‘em easily from the “price” models that 
pull ‘em in, right up to the top of the line! 


Trouble-Free Performance! Unmatched in the 
industry! Norge appliances stay sold! You don't 
give away your profits in “no-charge” call-backs 
...or lose customer goodwill! 


BWAC Financing! Borg-Warner Acceptance 
Corporation offers the cleanest and most flexible 
credit facilities available today, for meeting 
demands of your dealers and their customers! 


Every 12 Seconds of Every Shopping Day 
Another Customer Buys A NORGE Appliance 





Norge! Norge is definitely 
our profit line! 


Mr. W. C. Evans 
Merchandise Manager 
Biedermans— St. Louis 





NORGE Creative Engineering for Sales 


NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, Merchandise Mart Plaza, Chicago 54, Illinois. Export Sales—Borg-Warner International, Chicago 3, Illinois 
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PF seneee, 
pith Pett th, 


Ue IM NI ITI 


An analysis of how YOU stand on 
white goods sales in your own market! 


NORGE Sales Corporation CLIP AND MAIL 
Merchandise Mart Plaza, Chicago 54, Ill. COUPON 


Attention: Mr. J. S. Sayre EM-659 


Please rush me an analysis of how | stand in my own market on white goods 
sales! | understand that there is no charge or obligation. 


Be  , , ee 


ADDRESS___ 


S_ Oe aa 
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pective distributor put it thi way: 
l'reezers are in the saturation stage now 
They're sold as a usable device. The idea 
gotten across. It’s just a question of 
hen for most customers.” 

The mid-Spring slump was obviously 
er. But not every dealer is so busy mak 
gy money that he can’t maintain some 
ijectivits Says one small-towne) 
Sure, we've got a nice situation now. 
re, there are 


Rut what that 


merchandise shortages 
really means is that we 
haven't got the dumps we used to have 


He added, 


Those merchandise short- 


What we've got is normalcy.” 
It's nice, too.” 
yes are showing up in brown goods now 
\t least one Chicago source is delivering 
vhat it calls 1960 merchandise 

by products it looked like this 
yood, air conditioning great, refrigerators 


Freezers 
tarting, laundry spotty, ranging to good 
. ranges spotty, TV still strong, 


i-f low but steady 


for drvye) 


By 
William McGuire 


Spring sales off to a good start . . 
Air Conditioners register early ac- 
White Goods strong in all 
areas of Southeast 
Aree Was good to most So 
d ers; and May gave early 


treating them even better. In histori 


tivity 


ithern deal 
indication 


aute-Spring fashion, strength lav in white 


od veakne ( n electron 
In many distributing quarters, there 
was genuine fear of another freezer short- 
age developing this season. For some ob 


eure reason, certain manufacturers seem 
have plaved then production run too 
e to their vest gain. This, coupled 
th heavier than | pre-season sale 
in impending steel strike and good Spring 
crops, could easily add up to a repetition 
of “o8'’s frustrating situation of more pro 


pects than product. 
There were straw in the May 
\ distributor in Atlant 


tory’ pply of leadet 


wind 
a reported his fac 


already exhau 
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been 
able to get enough 20-foot chests. Twen- 
ty-footers are the South’s volume boxes. 


ed, while one in Charlotte hasn’t 


For air conditioning, it looked like a 
long season. There was early action in 
New Orleans, Miami, Charlotte, Birming- 
ham, Memphis, Atlanta, Tampa and 
Nashville—albeit nearly all in carryover 
stock. 

Last year’s merchandise, however, was 
available in quantity only in the old es- 
tablished dumping grounds, like Miami, 
New Orleans and Tampa. There wasn’t 
a Whole lot around in the less frantic, and 
more typical markets, such as Richmond, 
Atlanta, Jackson, Charlotte and Memphis 

and these were the cities where some- 
What stable pricing began to look like a 
distinct possibility. 

Here and there, deal-weary air condi- 
tioner retailers scratched themselves from 
the price derby and cast about for more 
sensible sales handles. In Birmingham, one 
Was scoring with a Special Spring Check- 
up aimed at users. For $3.95, he sends 
servicemen out to clean, oil, adjust and 
replace the filters of old units and, 
by the way, to sell new ones. 

A Miami 
priced to be wheeled and dealt, has found 
another approach. On through-the-wall 
installations, he pushed FHA Title I finan- 
cing, and its happy story of only five per- 


dealer, whose line is not 


cent interest, and terms of up to three 
vears on one unit, five on multiple or 
central system sales with balance in ex- 
cess of $650. More than incidental to his 
enthusiasm is the non-recourse nature of 
Title I loans. 


Refrigeration and laundry accounted 
for most of the white goods surge, but dol- 
larwise they moved in opposite directions 
The majority of washer sales were hit- 
ting in the $300 and down middle-to-low 
end, while most boxes ran from the same 
$300 on up to the top Which is seen 
as an indication that the refrigeration in- 
dustry is doing the better job with fea- 


From the non-merchandising utility 
All-electric kitchen promotions 
April-May by 
Power & Light and Louisiana Power & 
Nashville Electric 


successful electric show to 


Tront 


vere staged in Carolina 


Light: and Service 
came off a 


aunch a May-July room cooler campaign 


In brief, through mid-May, refrigera 
tion led the way for dealers in Miami, 
Atlanta and 
and for distributors in Charlotte 


birmingham, Richmond, 
Pampa; 
and Chattanooga. Laundry looked good 
at retail in New Orleans, Nashville, Char- 
otte and Birmingham; and at wholesale 
in Nashville, 
\tlanta 
Though soft nearly everywhere else, 
'V held fairly firm in Nashville and Bir 
Many 


looking ahead to June and new-line time, 


Knoxville, Birmingham and 


mingham Southern dealers were 


when °60 models and innovations such as 


”) 


Svivania’s 23-inch rectangular tube should 


trike a spark. 


JUNE, 


THE 
GREAT 
LAKES 


Dealer optimism soars in Great Lakes 
area ...Wash and wear provides 
promotional material . . . Improving 
appliance service 


ITH more summer than spring in the 

air May temperatures around the 
Great Lakes, averaged 10 degrees above 
normal for most of the area. It wasn’t 
only the thermometer that went up, eith- 
er. Dealers are reporting quickened ac- 
tivity in all areas, and optimism is soaring. 


Picking up on wash and wear demos 
is a major Cleveland department store, 
whose front window reminded customers 
graphically how different the laundry cy- 
cle is today from the three-day soak, wash, 
iron job it used to be. Plugging automatic 
wash and wear, the store is using charts, 
demonstrators, and clothing manufac- 
turer’s representatives to show how sim- 
plified the job is now. 


Improving appliance servicing is pretty 
important to the Cleveland Electric II- 
luminating Company. The company felt 
that poor service from an electric appli- 
ance could give electricity a bad name 
and send a customer looking favorably to 
that three-letter fuel. When appliance 
buying time came round again, the CEI 
set out, with the cooperation of one of the 
areas’ largest appliance sales organiza- 
tions, to improve the service quality. 

The company’s 80 
handling about 10 calls a day, were told 
they would be formally rated by the cus- 


servicemen, each 


tomers they served. Here’s how it worked: 

A letter followed service call, and the 
customer was asked to judge the man’s 
appearance, promptness, courtesy, house- 
keeping after the work was done, charges, 
how well the appliance functioned after 
repairs, and other key points. Servicemen 
who rated the highest would win prizes, 
and so would their wives. 


Dealers throughout the region are wor- 
rying about their stocks of housewares as 
the summer wedding and gift season gets 
into full swing. Westinghouse dealers in 
the Cleveland area got the drop on the mar- 
ket with Westinghouse’s new “Dog-o-mat- 
ic,’ a 90-second hot dog cooker which 
six weiners in that minute 
anda half time span. Priced to sell in that 
“impulse” 


“electrocutes” 


market at a suggested $9.95, 
the company describes their new product 
as the “first all-American appliance de- 
signed for the all-American dish.” 


Sales in the region are spotty, with no 
pattern spotted. still high 
around Detroit and Cleveland, refrigera- 


Laundry’s 


tion is good, with some sparkling activity 
in air conditioning and room cooling. TV 
and radio are holding their own 


Continued vn page 18 


1959—ELECTRICAL MERCHANDISING 








ELECTRICAL MERCHANDISING—JUNE, 1959 


PAGE 15 


Look! Youngstown Kitchens 
backs Qualified Dealers 6 ways 


One display sells 5 kitchens. Unique Snap-On Doors let 
you show 5 separate styles on one display. Change from 
style to style in minutes simply by changing the doors. You 
save showroom space—vou save the cost of 4 displays. It’s 
the biggest dealer aid ever. 


Full range of kitchen styles. Youngstown Kitchens puts 
you in three kitchen businesses at once with a choice of 
wood (2 styles), steel (4 styles) or the new mar-proof lam- 
inates that resist heat, water, steam and stains, (2 styles). 
No other manufacturer offers such a choice of styles! 


National and local advertising support. Nationwide radio, 
television, and magazine advertising makes Youngstown 
Kitchens the easiest to sell. Co-operative advertising puts 
your name before your customers, too. Identify vourself 
with the leader by selling Youngstown Kitchens! 
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YOUNGSTOWN KITCHENS DIVISION 
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| AMERICAN -Standard 


Advertising, publicity and promotionkits. A complete range 
of customer building point-of-sale and promotion materials 
are available. Bi-monthly magazine brings you news, hints, 
lots of successful retail promotion ideas. Only Youngstown 
offers you such complete support! 


Kitchen planning and decorating service. Youngstown 
Kitchens solves all your kitchen planning problems with 
free kitchen plans. Offer your customers a full kitchen re- 
modeling service backed by a full-time staff of architects 
and designers—and score over your competitors ! 


Sales, service and installation training. No more missed 
sales through ‘beginners’ mistakes.” Youngstown Kitchens 
trains your staff free of charge—sales guidance from highly 
skilled sales experts, service and installation training from 
technically qualified instructors. 








for full details or fill in and return the coupon below 


SS SS SS — = = ao 
| American Standard, Youngstown Kitchens Div Dept. EM69, Warren, Ohio 
| Please send me full details of the Youngstown Kitchens Qualified Dealer Plan 
| NAME 

| STORE NAME 

| ADDRESS 

q CITY STATE 
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THE 
SOUTH 
WEST 


Promotions and good weather pro- 
vide sales incentive for area’s con- 


sumers Ranges lead sales in 


south Texas 


YPRING weather finally arrived in the 
S Southeast during the last three weeks 
\p nd with it came increased sales 

d happier dealers. In the metropolitan 
were estimat- 
25 percent ahead of April 1958. 


\ similar picture existed throughout 


Dallas area appliance sales 


outhwest. A dealer in Kansas City 
eports business “competitive but good.” 
1} ittle Rock appliance sales were well 
Dove March and in Alberquerque one 
April sales 


p 60 percent over ’">8 but his 


lealer sa not only were his 
net profit 
“fair” 


iround Oklahoma City but Mav started 


also. April was. only 
und dealers were optimistic. 


Much of this dealer optimism resulted 
from extra-successful promotions such as 
the “Sidewalk Sale” held by Griffith’s Ap- 
pliance store in Albuquerque. Sales man- 
ager, Mel Re avs that in six hours one 
ed $9,000 worth of Hot- 
point appliances. A full page newspaper 
three Saturday TV spots 


all four lo« al radio stations, 


inday they mov 


ad on » inday 
ind plugs on 
drew crowds who looked over the marked- 
down merchandise and handed over their 
money. “It wa i phenomenal success,” 
Ro ay 

Griffith’s launched another promotion in 
the middle of May. For two days all oper- 
ations of a local radio station were car- 
ried on from one of their two stores. Sta- 
tion personalities lured the customers in 
and Ross offered specials at cost to stim 
ilate sale lo insure some on-the-air 
plugs, disc Jockeys competed for a prize to 
the one who brought in the most custom- 
el 


Television sales boomed in the Texas 
panhandle, held steady around Dallas, in 
Kansas City and New Mexico, and fell 
off some in the Oklahoma City area. 
Around Little Rock the 


howed some increase in TV sales with 


small town 


the cities just trying to hold their own. 
Portables were moving best everywhere 
but in Oklahoma where lower-end con 
oles ranked first. 


Laundry and refrigeration led white 
goods sales in Texas, New Mexico and 
Oklahoma. Freezers were selling “like 
wildfire” around Little Rock and Kansas 
City. Interest in stereo and hi-fi is still 
“not exciting” in the Southwest with a 
few sales made by scattered dealers who 
are willing to promote their line. 

Over the region utilities and dealers 
alike were pushing the “cool electric 
range for summertime,” and getting good 
results. Ranges led all sales in South 
Texas. In Monroe, La., a dealer sold a car- 
load of free-standing ranges during a six 


weeks period. 


THE 
FAR : 
WEST wane 


By Howard Emerson ee » 


Los Angeles market remains in cha- 





otic state . Dealers in Mountain 


States report gains . Close-outs 


bother Spokane 


YPARKED by a booming economy and 
S a warm spring following a mild win- 
ter, the appliance-TV business in the Far 
West continued to improve steadily over 
the level of 1958. Building starts in the 
eleven western states are up 59 percent 
over the 1958 level, compared to a 44 
percent increase nationally. One fourth 
the homes built in the nation during the 
last 12 months were in the Far West, 
twice its share based on population. And 
recent figures from the Bureau of Labor 
Statistics show that seven western states 
account for twice their share of the total 
dollars spent on “additions and altera- 
tions” to existing homes. But in the midst 
of this plenty, the appliance-TV dealers 
must fight daily to make a profit from 
their increasing volume, as witnessed in 
this second installment of an intensive 
study of the Far West markets. 


Los Angeles remains a market area of 
extremes, with continued disturbance 
at every stage of appliance-TV selling. 
The wife-partner of a large independent 
Hollywood appliance-TV store states: 
“We've been in this business 28 years 
and we want out the worst way ... the 
big discount operators with their sharp 
practices are wrecking the business 
for the little man. One operator ran 4 
pages in the “Times” one day last week, 
at $1,800 a page. We ran one page in the 
“Citizen’’—money down the drain. People 
come in flashing money hoping you’re 
desperate.” In suburban Compton, 
Trader Tucker says business is up 40 
percent over the same period of ’58. He 


has expanded appliance and furniture 
space—put pressure on built-ins. Busi- 
ness is better in spite of discounters 
there are now fewer neighborhood oper- 
ators to compete with. In the Garden 
area, business is getting better ever) 
month says Don Spears, Spears & Taylor. 
Increased employment in the aircraft in- 
dustry has helped. At Dave Stone’s in 
Los Angeles, business is up 10 percent, 
but he too reports on the problems of 
competing with the mass merchandisers. 
“Price-wise we can compete with anyone 

but we can’t compete with full page 
advertisements. How can we tell people 
we’re competitive. The only thing that 
has saved us is neighborhood business 
we give personalized service, its all we 
can afford now.” 


Mountain States dealers agree gener- 
ally on business being about 15-20 per- 
cent above ’58. Two Cheyenne, Wyo., 
dealers credit the acceptance of the com- 
bination washer-dryer for this increase, 
another dealer there says that laundry 
business in general is doing it. And they 
all point to a new promotion program of 
Cheyenne Light, Fuel and Power Co. as 
responsible for the increase in interest 
in laundry. Another dealer in Cheyenne 
says that freezers and a spring upturn 
in refrigerator sales have helped. Local 
discounting continues, but the dealers 
there seem more worried about their 
nearness to the large discount operations 
in Denver. Changeover of Warren AFB 
from a training center with 5,000 to 7,000 
single men passing through, to an Atlas 
Missile Base with more permanent, older 
and married men assigned, has helped 
Cheyenne appliance and TV sales. The 
outlawing of trading stamps in Wyoming 
(July 1st 


ers’ sales of electric housewares 


is expected to increase deal- 


In Montana, a telecasting situation 
muddle in Helena is hurting sales of all 
home entertainment goods, dealers re- 
port. KXLJ went off the air in a dispute 
with the FCC, left only signals from 
community antenna and from a satellite 
tower carrying a signal from Butte. Busi 
ness is off about 20 percent the dealers 
state. Meanwhile in Butte, 60 miles from 
Helena, three out of five dealer report 
business up to 20 percent ahead of °58, 
in TV, hifi. All reported appliance sales 
off. Decline and pessimism both attrib- 
utable to a decline in the price of metals 
and an impending strike in the copper 
mines, 


Spokane Wash., dealers are excited 
and disturbed about the wave of “close 
out sales.” These include the “lost our 
lease” sale by Brown-Johnston, sched- 
uled closing of Densow’s three Spokane 
stores, and the closing of the “Mart,” a 
cooperative department store. However, 
most dealers hope the effect of the sales 
are over. V. J. Morris expects the second 
quarter sales to reflect better marketing 
conditions as well as increased employ- 
ment in the area. Wolfe & Will, Inc., in 


Continued on page 20 
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BEAUTIFUL NEW @ 246] 22 of 24 


GAS RANGES 














From sparkling ultra-modern back panel 


to distinctive trim-line hardware, 


AVELHUNLYNNN 
“TT TI TTT Tt 


Roper for 59 is delightfully feminine. L 
’ ? i TT 
Soft charcoal and brilliant chrome aan 


cents blend harmoniously to 

ovide the ultimate in functional 
beauty. For faster sales, display 
Roper prominently. Ask about a 


ble Roper franchise. 


Built to Gold Star 
Quality Standards 


GEO. D. ROPER SALES CORP. 
A Subsidiary of Geo. D. Roper Corporation 


Kankakee, Illinois 


SEE ROPER AT THE MARKET—1147 MERCHANDISE MART 
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driers. 


MODEL 5900 IRONER 
Can Retail Under $100 


A neat cabinet unit that 
features both elbow op- 
eration and knee control. 
Equipped with casters, it 
can be closed and moved 
out of the way when not 
in use. 






























































MODEL 5910 IRONER 

















swings into cabinet. 


IT'S THE BEST 
OF ITS KIND 











Can be built into stationary cabi- 
net unit in home, apartment or 
mobile home. Only 10 x 10 x 27 
space required. ‘‘Bild-in’ 
ing brackets available for easy 
installing. lroner folds down and 


Write for Prices, Discounts 


and Literature giving full 


ARMSTRONG specifications on all models 
A ee ee ARMSTRONG PRODUCTS CORPORATION 


tO) SN =) Oe ON dS 


IRONERS 





1959 MODELS—One to Complete Every Home Laundry 


Popular, Modern Designs. Low Priced but Quality Built 
—the Result of Years of Research and Experience 


Making Home Ironers 
All Armstrong lroners have elbow operation, leaving both hands 
free to guide laundry. Rolls are 21'° long. Thermostat adjusts heat 


up to 480 degrees, to handle any fabric. The crisp, sheer design 
and gleaming white finish harmonize with today’s washers and 


DISPLAY AN ARMSTRONG Demonstrate it. Let your prospects try it. They'll 
like its easy, efficient operation. 





MODEL 5910 IRONER 
ON STAND 


This lroner may be purchased sep- 
arately or with tubular steel, chrome- 
plated stand. lroner and Stand fold 
down to 17 x 16% x 37%" and can 
be rolled into closet or store room 
when not in use. Perfect height for 
easy ironing. 





mount- 



















Quality Home Appliances since 1899 


Dept. EM, Huntington 12, W. Va. 


trends 











REGION BY REGION 





CONTINUED 


the Spokane Valley, report business up 10 percent, but 
believe that the close out sales have given the public the 
impression of a falling market. A TV-hi-fi music conces- 
sion in a large downtown department store reports sales 
running ahead of 1958. The owner believes that early con- 
fusion about stereo has been cleared up and the public 
believes its here to stay. His average stereo sale is running 


about $800. 


Anchorage, Alaska, dealers are enjoying good business 
along with the first flush of statehood. One large dealer 
reports business at three percent ahead of ’58 and in- 
creasing toward five percent. An appliance specialist re- 
ports his volume at 30 per cent above ’58 because of 

. the influx of spenders.” 


End 


manufacturer's shipments 


Estimated industry shipments of major appliances 
(electric and gas) radio and television 


IE 6. ar ara Aheloy a Oae aus .Mar 
3 Mos. 

DRYERS, CLOTHES, Electric Mar. 
3 Mos 

Pe reticeins« ...Mar. 
3 Mos. 

FOOD WASTE DISPOSERS ....... Mar 
3 Mos 

FREEZERS ...... .Mar 
3 Mos 

INCINERATORS, Gas . .Mar 
3 Mos 

RADIOS, Home-Portable-Clock 

(preduction) ......e0- Mar 
3 Mos 

RADIOS, Automoblie (production) . Mar 
3 Mos 

RANGES, ELECTRIC—Standard Mar 
3 Mos 


Built-In ... 


RANGES, GAS—Standard 


Built-In ...... 


REFRIGERATORS 


TELEVISION 


VACUUM CLEANERS ... 


WASHERS, Automatic & Semi 


Mar 
3 Mos 


-Mar 
3 Mos 


ecocecccece Mar 
3 Mos 


-Mar 
3 Mos 


3 Mos 


Auto. . Mar 


3 Mos 


Wringer & Spinner .... Mar 


3 Mos 


WASHER-DRYER COMBINATIONS ......Mar 


WATER HEATERS, Electric, 
Storage Type . 


WATER HEATERS, Gas, Storage 


Sources: NEMA, AHLMA, VCMA 


JUNE, PSS? 


3 Mos 


Mar 


3 Mos 


ceecses Mar 


3 Mos 


EIA, GAMA 


1959 
Units 


46,400 
126,200 


68,670 
216,685 


29,764 
106,243 


61,600 
169,100 


121,400 
290,800 


3,900 
9,700 


836,335 


2,233,854 







511,219 


363,822 


102,200 
267,400 


70,400 
160,600 


148,700 
414,400 


24,700 
63,400 


333,700 
896,100 


494,032 
390,550 





346,557 
860,469 


248,729 


701,577 


80,939 
214,408 


16,207 


53,715 


74,900 
213,200 


267,300 
775,900 


1 


1958 


(Units) 


32,900 
92,500 


51,368 
180,473 


20,155 
71,526 


47,800 
135,000 


75,400 
204,900 


4,600 
11,700 


696,430 
981,724 


234,911 
853,035 


71,200 
224,900 


46,700 
110,700 


132,800 
369,900 


16,600 
42,200 


261,100 
695,000 


416,903 
221,299 


291,418 
782,538 


219,292 
612,081 


68,592 
188,782 


12,317 
38,155 


68,600 


188,300 


221,600 
673,300 


% 
Change 


+ 41.03 
+ 36.43 


+- 33.68 
20.07 


+ 47.68 
+ 48.54 


+ 28.87 
+-25.26 


+-61.01 
+ 41.92 


15.22 
17.09 


+ 20.09 
+12.72 


+-117.62 
+ 59.88 


+ 43.54 
+- 18.90 


50.75 
+ 45.08 


11.97 
+-12.03 


48.80 
+ 50.24 


+ 27.81 
+ 28.94 





+- 18.50 
+ 13.86 





+-18.92 
9.96 


+- 13.42 
+ 14.62 






+ 18.00 
+- 13.57 








+ 31.58 
+ 40.78 






9.18 
+ 13.22 


+- 20.62 
+15.24 
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eta EERE RS BRE eee, 


‘‘We're selling more freezers than ever... 


& 

a 
thanks to BEN-HUR’S - ‘ 

* 





\ 
Merchandising Help... of” or 


2 AL JENNINGS COMPANY 
Phoenix, ARIZONA 


: 
J 
a 
8 
* 


* and their new ‘LIVE FOOD DISPLAY'”’ 
Camm 















¢ “It takes Merchandising Mus- 
Ea cle to move freezers, and BEN- 
HUR certainly has that mer- 
chandising program — plus ex- 
clusive features . . . outstanding 













quality...and a complete 
— IN... - UPRIGHTS - product line.” 
Erwin J. Merar 
GOOD HOUSEKEEPING HABE ay hy <= STANDARD ELECTRIC SUPPLY CO. 
HOLIDAY = Re Milwaukee, WISCONSIN 
— BEAUTIFUL + “DUET” FREEZER-REFRIGERATOR 
LIVIN 





HOUSE & GARDEN * NEW UNDER COUNTER MODEL ae “BEN-HUR'’S new Merchan- 
dising help featuring a ‘Live f 
Food Display’ is he!ping us 
sell more freezers at a bigger ’ 
profit.” ¥ > 
leo Metz a i 
QUALITY DISTRIBUTING CO. . 


Troy, MICHIGAN 





“Our freezer sales have in- 
creased over 1000°% in two 
years. It’s BEN-HUR’S Mer- 
chandising along with quality 





> features and the 10 Year War- 

. ranty that makes the differ- 
- P ence.” 

l 

‘\- W. C. Connell. 


JAR-NEL DISTRIBUTORS, INC. 
Los Angeles, CALIFORNIA 










“When you lay out BEN- 
HUR’S new Merchandising 
Kit and explain the ‘Live Food 
Display’, dealers just can’t say 
no. We’re far ahead of last 
year’s sales.” 





<<a a dae or 

‘Ss Guaranteed by ™ 

Good Housekeeping 
S) 


Ga 
> 









wor as Aovearisto 1 


‘ Only BEN-HUR Freezers Every BEN-HUR 








carry a ‘10 YEAR freezer carries the CH Brewe 
WARRANTY" famous Good OTT DISTRIBUTORS, INC. 
*Replacement Housekeeping Lemoyne, PENNSYLVANIA 
Compressor Price NY-To] to) Vs) o1aeh Ze] | : 
Pro-rated 
after 5 years N-H “You get everything to help 
ee you sell with BEN-HUR’Snew 
Decleraieiad” Merchandising and the ‘Live 
tests evees Gunner Food Display’ It’s really 
Y selling freezers for us.” 
before shipment 
. Wm. Allen 


CENTURY-ELCON, INC. 
Minneapolis, MINNESOTA 


A meoucas 
Ea Vines 
Su eet 


YOU CAN SELL MORE BY SELLING BEN-HUR...FASTEST SELLING FREEZER TODAY! 
pPeasenescnsssssses cesses 





BACKED WITH MERCHANDISING MUSCLE 


BEN-HUR MFG. CO. 
THAT'LL MOVE FREEZERS FOR YOu! Dept. L9, 634 E. Keefe Ave 





Milwaukee 12, Wis., U.S.A The Trade Name of Satisfaction 


Okay Prove It! Show me How Ben-Hur’s Merchandising will 
help me Sell More Freezers 


IT’S A FACT! POSITIVE PROOF! 


Ben-Hur's all new Merchandising Tested for both Small Town and 


Program has real selling muscle. * Big City use. Name___ 

—— aia ‘iid : Results? You Bet! 

” compreve ee ” * 200 Freezers Sold in Five-Week's Title . — 

e A Real ‘‘Live'’ Food Display S Wine. be Glee eee Decler!* 

e ''Positive’’ Freezer Sales Aids ° ee ee ee Address 

e Incentive prizes for all . *Name furnished on request : i i aaa alain wai : 
: City _ — sds Zone____ State 
. 
. 





OUT AND MAIL TODAY! 
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HOW'S DUSIMOSS ? sere’. tne answer for 27 key markets 


which cover 18% of the U.S. buying public. Based on flash reports 
of dealer sales in the areas served by these utilities, the chart 
provides you with the most authentic, timely index of retail sales 
yet available. It’s an ELECTRICAL MERCHANDISING exclusive. 








Electric Room Air | 
hs March figures: 0O Refrig- Electric Water Clothes Dish- Condi- | 
Year to date figures: 00 erators Freezers Ranges Heaters Washers Dryers washers. tioners TV 
IN THE EAST 
United Illuminating Co. + 5.1 =-12.9 - 4.7 =-32.6 = 2.2 + 4.5 #55.1 =-76.9 =- 5.2 
+ 4.4 x - 2.7 70.6 + 1.7 ot + 8.9 — 74.7 — 5.0 
N. Y. State Electric & Gas Corp. 411.2 - 6.3 424.5 = 2.9 420.5 417.7 is =-25.0 ™ 
1.9 Te } 3.0 5.4 + 6.5 - 2.4 ‘ — 4,2 . 
sey Central Power & Light Co. + 3.9 - 7.9 = 2.0 -17.6 = 5.1 =21.2 = 1.0 = Feo = 2.3 
17 17.8 + 14,5 - 17.6 + 11.4 - Jae + 8,3 t+ 44,7 + 68 
New Jersey Power & Light Co. +36.8 454.5 + 8.2 =§3.2 + 3.4 447.3 479.3 =36.4 438.2 
+ 27.6 + 45.2 } 1.0 + 13.8 + 17.3 + 25.1 + 58.8 + 6.7 + 37.8 
Philadelphia Electric Assn. + 4.2 e 5.0 +12.0 =-18.4 4+13.8 -40.7 4132.2 + 1.0 - T.o 
20.5 + 21.6 } PY 16.7 + 19.0 Sl + 40.0 - 9.6 b an 
Pennsylvania Electric Co. + 7.4 +16.4 +16.3 +10.0 + 3.2 - 8.8 #23.8 =34.3 =12.0 
2.1 + 13.0 + 18.4 + 17.6 + 7.8 t 8 : a x — 5.1 
West Penn Power Co. + 9.4 +36.4 - 4.2 = 6.3 - 2.4 - 1.6 +#91.5 +38.0 - 4.6 
21.1 + 31.0 79 3.4 18.5 16.2 + 79.5 + 11.6 + 10.1 


Dayton Power & Light Co. +20.1 448.3 -12.4 -12.9 + 6.8 + 5.6 4#118.8 =43.7 +19.0 
26.7 15.7 a + 1.2 - Bo 13.0 + 53.2 — 61.1 74 
Commonwealth Edison Co. ; + 9.7 - 6.4 + 6.0 ‘ =25.1 +38.1 =45.9 

: + 10.9 LZ 14.3 : 6.3 56.4 — 30.5 ’ 
Kansas Gas & Electric Co. 428.9 = 9.7 + 9.4 -28.8 + 9.7 =22.3 - 7.8 441.8 =-17.0 
+ 12.8 6.8 + 50 11.8 n — 48 4.3 + 4.5 —- 11.3 
Kansas Power & Light Co. = 1.6 =-16.9 0.0 =- 4.5 - 4.9 =19.0 4 =23.4 =§2.7 
® 1.1 2.1 20.6 ee: - 11.8 : - 18.6 + 15.4 
Nebraska-lowa Electrical Council 452.2 4124.2 421.7 4+36.2 451.5 +#110.4 +#200.0 =97.1 435.4 
+ 34.8 53,1 + 22.9 + 4,2 + 19.1 t. 40.3 + 121.3 — 72.7 + 15.4 


Kentucky Utilities Co. + 6.3 412.3 = 3.0 = 5.4 + 1.8 = 6.2 #37.3 + 6.2 = 1.0 
5.8 6.5 a 1.0 t 3.1 ] ee 46.4 7.4 
hattancoga Electric Power Bd. 418.5 =-14.9 438.4 #35.9 =-11.3 =19.1 +84.6 424.7 = 8.4 
12.4 18.8 + 10.0 t- 16.6 2.4 2.0 +106.3 14.8 15.7 

Nashville Electric Service 417.8 430.8 417.3 - 1.4 -27.8 ’ , . 

ey 12.8 + 15.7 } 4.0 : a y ; ; 
Florida Power Corp. 443.5 +30.1 436.8 #15.6 #12.1 = 1.0 +#132.4 477.4 +16.8 
44. + 48.6 + 40.1 + 18.3 17.9 + 20.0 155.4 + 60.6 12.4 
Florida Power and Light Co. 414.9 459.0 - 5.4 =-13.6 - 8.0 =- 3.4 446.8 +16.9 468.8 
25.6 62.7 } 9.4 ; leo 9.8 } 6 12.6 + 14.8 12.8 
Tampa Electric Co. 419.4 - 7.9 424.7 — 8.3 = 3.0 474 6 473.1 460.4 = 8.3 
41.5 23.9 + 44,7 10.2 9.0 17.1 22.0 + 80.3 8 
Dallas Power & Light Co. - +76.7 11.8 0.0 - 7.8 “13.1 #25.9 +29.0 + 2.6 
13.4 39.7 14.1 5.9 19.6 a2 + 15.8 + 30.1 ao 

Gulf States Utilities Co. ; +#260.9 +#399.1 , +#330.4 
+ 91.9 150.9 + 64,7 

El Paso Electric Co. +79.0 435.1 455.4 +14.2 * 1.7 +#24.5 + 8.9 - 7.6 
63.7 28.4 34.0 55.0 ; 6.8 5.6 + 28.4 Ae 
outhwestern Electric Power Co a TT +20.7 +67.1 4314.3 =14.2 =38.4 +67.0 +30.3 -17.9 
4 19.0 bo, Mh t- 64,7 4.6 bo Be 47.4 ra Re 
New Orleans Public Service, Inc 420.4 = 9.3 454.8 ’ 412.1 = 4 2 =-17.8 =48.3 413 5 
Ye 2.4 74.5 { 6.3 5 a 13.8 Ko Bg 4.7 


Idaho Power Co. + 3.6 = 4.2 + 3.7 - 6.8 413.0 =13.6 


10.7 1.8 - Fan 1.4 + 7.6 13.2 ; 
Pacific Gas & Electric Co 428.3 452.8 454.9 +20.1 + 9.2 414.6 437.6 468.5 0.0 
24.5 60.4 42.2 19.5 14.6 + 16.6 + 38.1 + 27.3 17.0 
Pacific Power & Light Co + 1.3 +15.6 + 2.9 424.9 + 4.2 -30.3 +42.2 =29.2 -13.1 
8.4 9.1 4.3 t+ 11.4 4.6 ye 39.4 0.0 LA 
Washington Water Power Co. -14.1 -18.5 -12.4 443.0 + 3.9 - 8.8 #28.2 0.0 =» 3.0 
5.1] 10.4 bo } 2a2 + 3 2.0 26.4 7.1 2.8 


NATIONAL ete) eg) bn yi 1 Sa aime mR te RARE, ENR ARE 5c ERM RIG SE ROT ES ATS MERA SS a URS, 


March +14.9 +20.2 #22.5 + 2.9 + 4.7 + 1.2 442.3 = oer +48.6 
Year to date 18.9 22.1 - Te 7.3 + 8.3 ; 4.2 


* Not Available 
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Blackstone Distributor Report 


Says Bern E. Hynes 


Hynes Bros. Inc. 
Blackstone Distributor 
Washington, D.C. 














“I like to sell Blackstone” says “Bernie” 
Hynes. “The new and complete Blackstone line of laundry 
products is just as competitive as it can be .. . in looks as 
weil as price. And the new line has the same built-in quality 
and dependability that has earned Blackstone the reputation 
. over the years for trouble-free service. 

New Blackstone Wash-and-Wear Pair Couple these fine new products with Blackstone-type co- 
operation and you have an unbeatable combination that will 
continue this sales pace.” 


WAA-60S and DEA-60S 


3 Cycle ‘‘All-Fabric’’? Automatic Washer has 
Locked-in Wash-and-Wear cycle. Treats wash- 
and-wear fabrics precisely as fabric makers rec- 
ommend, automatically. It can make no mistake! 
Wash-and-Wear Dryer has three-position heat 
selection. New principle dries all fabrics wrinkle- 


free like a summer breeze. Stunning matching 
pair with stainless steel or white Epon enamel tops. STEP AHEAD WITH 


See the all-new Blackstone Wringers, Blacks tone 


Automatics and Gas or Electric Dryers. 


Suite 2200, Conrad Hilton Hotel, week of June 15. SS es Veneers seers aan 
SINCE 1874 


Dealerships available. Write Blackstone Corp., Jamestown, New York 
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Every appliance made today can be 


controlled just a little bit better with... taking stock: A quick look at the way 


in which the stocks of 55 key firms within the industry behaved 
during the past month. This unique summary is another exclusive 
service for readers of ELECTRICAL MERCHANDISING. 

How The Industry Behaved Week By Week 


52 








> 
@ 

















> 
S 











Stock Prices 





| 








SS 
oO 



































ae ly average for 55 stecks listed bel 
Individual components or na ee = rat | | 


36 |_| 
completely integrated sys- FEB FEB FEB FEB MAR WAR WAR WAR MAR APR APR APR APR MAY MAY MAY MAY JUN JUN JUN JUN JUN JUL JUL 
x - 2968296 3WERB Aas HB Ot 6H 2OEe B 




















tems. Whichever are in con- 
trol, you can be sure of this: 


Controls Company products STOCKS AND DIVIDENDS CLOSE NET 


NOW CVSS See TED — are function-mated to the applica- IN DOLLARS APRIL 13 CHANGE 





tion. Field records show this results NEW YORK EXCHANGE 
in extra value that helps sell the end- Admiral Corp. 20% + 6% 
‘ - io ' ' American Motors 2.40 36 + 3% 
product -.. and kee pit sold. Arvin Ind. Vad 32% Ja —- 5” 
Shown here are some of the CC Black & Decker 2 63% ea 
controls now helping to make many Borg Warner 2 42% ~ 2 
: . a a . . a: Bulova .30G 19% 1% 
appliance lines just a little bit better Cortes 206 442 1% 
than competition. Write for facts Chrysler “2G 63% + 3% 
about these and other CC controls. Daystrom 1.20 42% + 4% 
Decca Records | 18% Ve 
Emerson Elec. 1.60B 60 + 9%, 
Emerson Radio ¥%T 20% + 5Ye 
Fedders Corp. | / 19 + 1% 
General Dy 2 Y 61% + &% 
General Electric 2 81% /e 1) 
General Motors 2XD 46% + 3% 
General Tele 2 66% + 4% 
Hoffman Electric | 59% 
Hupp Corp. VF Y 6% 
Magnavox 1B y 55% 
Maytag 3.20 73% 

McGraw-Edison 1.40 4) 
Mpl. Honeywell 1.60A 125% 
Minn. Mining & Mfg. 1.40 y 134% 
Montgomery Ward 2 4 43% 
Monarch 1.20 21% 
Motor Wheel .30G 16” 

LATERAL TIMERS Just 2-17/32" 

in See Naboo deeb. 6am Motorola 1 81% 
binations dishwashers, other auto Murray 27% 
anne Cann Philco 29" 
R.C.A. 1A 55% 
Raytheon 3F 642 


Nv . Rheem Mfg 20 


’ 2 Ronson .6O 12 
i. Roper GD 22 
Schick 4 14 
Smith (A.O.) 1.60B 
Sunbeam 1.40A 
SOLENOIDS Ex SNAPAC SWITCHES PRESSURE SWITCHES | Welbilt .07E 
sive double Ty 750 Series (sho Single and mult Westinghouse 2 


level pressure. De 
signed to control Whirlpool | 


/4 


meon 


} quid levels White Sewing 
i pninaieimameneiailal Zenith 3 
AMERICAN EXCHANGE 


Casco Pd. .30G /e 

=. Century Elec. 2 Y 
4, | Dumont Lab 78 / t+ 2V. 
La. ih Eureka Corp 2 Ye 
Kj —_ ' lronrite .OSG Y, % 

Muntz TV 
Silex Co ' “ : ' ” 
SOLENOID OPER ape ey 00 ; 1 
ATED SWITCHES U.S. Air Condit. .O5E 6% Ye 
aw Some Gates MIDWEST EXCHANGE 
simultaneously. Knapp-Monarch 4\ 4% ¥% 

—— Trav-ler Rad 8’ 9A + J 

Webcor - 14% 16% + 2% 


ROTARY SWITCHES agape tay mo INTERVAL TIMERS 
Compact 777 Se TORS fler e Type 105 (shown 


es (sho Jeai { eed three hof f preset apr nce 


ter 





| 
| 
| 
ypes, two be time ntro breaks two circuits 
4 




















=) 
Creative Contro/s for Industry A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959 plus stock dividend. 
&—Paid last year. F—Payable in stock during 1959 estimated cash value on ex-dividend or ex-distribution date 
{ } ( ny 0) f H me iN i( H G—Declared or paid so far this year. T—Payable in stock during 1958, estimated cash value on ex-dividend 


r ex-distribution date 
9601 Soreng Avenue ” SCHILLER PARK, ILL. 
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IT’S QUIET 
IT’S QUICK 
IT'S QUALITY 











ME 


Hiatt 


| 


nN 


<Fe ay | 
--+ IFS quality! 


it's quiet.- it's quick 


SUPER-QUIET SUPER-GRIND 


OisenosAlLL 


with Sound Shield for Super-Quiet Operation and 
Carboloy" Cutter for Super-Grind Shredding Action 


iT’S QUIET so quiet you will be amazed, especially if you are familiar with the irritating, grating 
noise made by old-fashioned food waste disposers. An amazing new Sound Shield 
muffles the normal grinding noise to almost a murmur. And the G-E Disposall is 
’ cushioned mounted to absorb vibration and further reduce Irritating noises. 


IT’S QuICcK gets the job done in almost half the time of most other disposers! That’s because 
the new G-E Disposall features an exclusive Carboloy Cutter, the hardest metal 
made by man, in the shredding ring. This cutting “jewel” speeds the grinding process 
by chipping bones and other hard food wastes super fast. 


IT’S QUALITY from its sleek, modern styling and over-all metal construction to its strong, stainless 
steel flywheel, shredding ring and impellers, the new FA-90 Twistop Disposall and 
FC-80 Continuous-Feed Disposall provide kitten-quiet operation, speed, strength, 
long lite, and uniform grinding action. And Disposalls work on any adequate 
sewerage system, city or county. There are over 150,000 in use on septic tanks today. 


YOU CAN SELL G-E QUALITY UP AND DOWN THE LINE 


There is a General Electric Disposall for every family budget—every household need. The 
Carboloy Cutter is available in the deluxe FC-20 Continuous-Feed Model and FA-60 
Safety-Twistop Model (illustrated at left). Two additional budget-priced Disposalls, with- 
out the Carboloy Cutter, are the FA-55 Safety Twistop Model and the tan FC-15 
Continuous Feed Model. All Disposalls, including the new Sound Shield Models, have a 
keyhole-type mounting assembly for quick, simple, low-cost installation 


Progress /s Our Most /mportant Product 
GENERAL £3 ELECTRIC 


Dishwasher and Disposall Dept. 
Major Appliance Division e Appliance Park, Louisville, Kentucky 








economic currents 
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Capacity 


Must Increase to Meet 


Future Consumer Demands 


 eppovages and development 

holds the key to prosper- 
ity in the 1960s. The appliance 
manufacturers’ expanding pro- 
grams of research and develop- 
ment offer the promise of new 
products and new 
and the need for new producing 
facilities to take advantage of 
these advances. 

Since 1953 major 
manufacturers more than 
doubled their research and de- 
velopment expenditures. On the 
average a new product takes sev- 
en years to reach the marketing 
stage. Thus, the large sums of 
money manufacturers have been 
spending in the recent past will 
be translated into new products 
for dealers to sell in the 1960s. 

Even more important, how- 
ever, is the amount that will be 
spent for research in the years 
ahead. Between 1959 and 1962 
appliance manufacturers are ex- 
pected to increase the amount of 


processes— 


appliance 
have 


research they perform by 30 
tadio and TV manufac- 
will do almost as 
with a 28 percent increase. 

As a result of these expand- 
ing research programs new pro- 
ducing facilities will be re- 
quired. Capital investment by 
major appliance producers will 


percent. 


turers well 


be close to 60 percent more in 
the 1960-62 period than they 
will spend this year. Radio and 
TV manufacturers 
spending 


will also be 
more in this period, 
but not at as high a rate as ap- 
pliance makers. 

Both major appliance and 
radio-TV manufacturers are ex- 
pected to expand capacity by 
approximately 15 percent be- 
tween the end of 1959 and 1962. 

However, by 1962 total appli- 
ance sales should be almost 40 
percent higher than 1959—a 
which should equal the 
$8.4 billion volume of 1956, the 
End 


year 


best year on record. 
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NEW! 


CASH IN ON COLOR 
BACKGUARDS!! 


Fin 














° \ 


~ Enterprite @) 
(CENTENNIAL 
 Stuleline 


eT” 








LIFETIME BEAUTY 


LIFETIME PERFORMANCE 


CHANGES for Every 
EnternpuAe. Styleline Range 


Off-n-On in Minutes 


Only ENTERPRISE offers this quick-changing backguard insert! In just a 
few moments, you can show customers one range with 6 different back 





guards—in their choice of Decorama colors. Every Enterprise Styleline Gas 


Range you stock means 6 choices for your customers! 


In just minutes, you can change backguard inserts in smart colors designed 


to match kitchens and electric appliances 


Coral Pink 
Turquoise Green 


Canary Yellow 
Midnite Black 


Chinese Red 
Cocoa Brown 


Backguard inserts are interchangeable on all 36” and 30” Enterprise Style 
line Gas Ranges. This is o great, sure-to-sell feature to appeal to every 
housewife! Order now and start pulling in profits! 


Let Our Enterpris-ing Salesman Show You 


PHILLIPS & BUTTORFF CORPORATION 


NASHVILLE, TENNESSEE .. IN OUR 100th YEAR 
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8,000 BTU POWER+PLUS PORTABLE MODEL. 


ta ute Can be moved from room 





even to basement for use as dehu 


ee eee BIG 1-HP. 10,000 BTU CAPACITY AT A LOW 
oe ee PRICE FOR VOLUME SELLING THIS SEASON 


Hotpoint gives you more to sell in this all-new unit for ‘59. Slim 
Sill-o-ette styling ... hush-quiet 1 hp. performance . . . 10,000 BTU 
capacity ... rippled fins and staggered tubing for greater cooling 
power, more thorough moisture removal. All this and many more 


quality features will make this new 





rominn 2 
tert gunuanenane eas 
et Power+ Plus addition to your 
a ’ PERMANENT 
by + . . = - " = " ~ 
10.000 OTy POwER+ PLES MELTL-ROON 59 Hotpoint line a top volume-pro ELECTROSTATIC FILTE 
MODEL. Compact. Gives all-through-the-house a ee ae ON ALL HOTPOINT 
cooling. Permanent Electrostatic filter. Many cer. a yo als iput¢ y. AIR CONDITIONERS 
deluxe Hotpoint feature i i 
ne seo li Polystyrene filter material 
2 HP. MODEL 128AML2 woven so friction of air pass- 
16,000 BTU POWER+PLUS MULTI-ROOM REVERSE-CYCLE MODEL 3ADKR100 produces ing through it creates an elec- 
MODEL. Giant capacity. Powerful circulation clean, comfortable heat automatically. Ideal for trostatic charge attracting dust 
ideal for cooling larger homes, stores, offices chilly Spring or Fall days. Hush-quiet performance and pollen. Quality construc- 
Permanent Electrostatic filter helps close more sales. tion throughout — never needs 


2 HP. MODEL 128ADL200 replacing. Rinses clean easily 


. ; in cold or lukewarm water. 
Hotpoint Dealers’ profit opportunities are greater than ever before... 


If you're not a Hotpoint Dealer you should be! 






) 


LOOK FOR THAT 


wn 
3 
: 
il 


DIFFERENCE! (your Curtomens do!) 





“Cecrmew™ A Division of General Electric Company, Chicago 44, illinois 
ELECTRIC RANGES ° REFRIGERATORS * AUTOMATIC WASHERS ° CLOTHES DRYERS * CUSTOMLINE 
DISHWASHERS - DISPOSALLS® - WATER HEATERS « FOOD FREEZERS «- AIR CONDITIONERS 
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wo SIEPUP TRIO 


FOR VOLUME SALES IN ‘50 


HOTPOINT HAS THE TWO-DOOR “12's"' FOR EASY 
STEP-UP SELLING USING REGULAR FINANCE PLANS 



















You'll find Hotpoint makes step-up selling easier three important ways: 





e A full line of deluxe refrigerator-freezers with features 

and pricing planned for step-up. 

e@ Financing through GECC and other financial institutions that lets you 
sell the deluxe “12” at the same monthly payment as the 9ET12. 

e Left and right doors so you can show all three models for 

quick, step-up comparison. 

®@ So advertise the 9ET12 to spark traffic. Sell up to Swing-Out convenience 
available for just a few months more of the same monthly payment. 





BRING THEM IN WITH THE 
LOW-PRICED 9SETI2 


Advertise these big value features to attract more 

prospects to your store: 

@® 2-DOOR CONVENIENCE e@ RESERVE COLDPOWER e 

FROST-AWAY AUTOMATIC DEFROSTING e 101 LB. 

CAPACITY REAL FREEZER @ FULL WIDTH VEGETABLE 
CRISPER @e CONVENIENT BUTTER BIN 





SELL THEM UP TO SWING-OUT AND 
OTHER EXTRAS OF THE SEYS12 

Point out the Hotpoint difference in Swing-Out 
Shelves — up and down adjustability — easy removal 
for cleaning — no interior poles. All the food in back 
swings freely out front. Also stress Tall Bottle Shelf 
«+. tce Saver and Floodlight. Then... 


CLOSE MORE SALES WITH YOUR 

“ROLL OUT" STORY— OTHER 

DELUXE FEATURES OF THE SEWI12 

Sell your customers on the finest Swing-Out “12” in the in- 
dustry. Demonstrate how the 9EW12 rolls out for easy cleaning 
— has a 12 |b. capacity meat drawer — juice rack and freezer 
light. Clinch sales with the reminder that this model may be 
had for just a few more of the same monthly payment. 


Cash in on the greatest se//-up promotion of the 
year...ask your Hotpoint Distributor about the 


dynamic SILVER PLATTER PROMOTION today! 


Hotpoint Dealers' profit opportunities 
are greater than ever before... 
If you're not a Hotpoint Dealer—you should bel 









tt 


= 
= 
= 
Ss 
um ame > 






“% s 
ferauce™ 


LOOK FOR THAT DIFFERENCE! (Your Curtowens do!) 


A Division of General Electric Company, Chicago 44, Iilinois 
ELECTRIC RANGES * REFRIGERATORS * AUTOMATIC WASHERS - CLOTHES DRYERS * CUSTOMLINE 
DISHWASHERS - DISPOSALLS* + WATER HEATERS * FOOD FREEZERS <« AIR CONDITIONERS 
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morT FARR SAYS: Let’s Sell Stereo— 


NOR some years hi-fi sales had been 
teadily increasing and more dealers 
being attracted by the high unit of 

e and the profit potential of these in 

ments, The 

tched and an eager public with money 


market was barely 
nd new found leisure was just beginning 
nderstand what hi-fi was and to ap 
ate its entertainment value for the 
me. Here was a business with terrifi 
tial not only for the sale of instru- 
ents but for the sale of expensive L-P 
ords as wel’, 
manufacturers were coming int 
crative field and the hi-fi set was 
ith television as the entertainment 
ter in many living rooms. Then came 
tereo and all its promises 
rHE PLOT THICKENS. It was just 
t a year ago that the big confusion 
rted. The public had not demanded 
reo, the dealer was not asking for it, 
manufacturers did not know how to 
bring it to market, or what form it should 
ke, Just because a small record company 
placed on the market a few stereo discs 
and & inexpensive cartridge was devel- 
oped to play them every hi-fi manufactur- 
er thought he had to put some version of 


tereo on the market fast. The result: a 
lot of warmed over models that kept ev- 
eryone confused. It was apparent that no 


manufacturer had all the answers, and re- 
cent developments have proved that fact. 
In spite of all the confusion, scores of 
manufacturers were building some form of 
tereo equipment in 1958. These instru- 
ments were advertised at from $19.95 to 
everal thousand dollars. 

The public had barely learned what 
Then came this “revolutionary” 
which really was just “evolu 

ar and should have been treated so 
\ctually, it is Just a new dimension in 

nd, perhaps best described as depth, 
or heightened reality. 

I said a 


responsible for bringing out stereo, but 


vear avo that dealers were not 


d learn to sell it. This we have tried 


to do, but with so many different storie 
fror many ippliers, if the dealer isn’t 
ed, the customer surely is. The 


roe ive ¢ 


tomer may get a good ex 


nation of stereo from a dealer. But if 


ps, and most of them do, he will 
yet ral different stories from as many 
deals And each dealer gives his own 
reasons why the prospect should purchase 
his version of stereo. The conflicting stor 
lt e% a customer to doubt evervbody. 
The result has been that many prospect 
who would have probably purchased an 
exp ve hi-fi set last vear either bought 
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Not Confusion 





Mort Farr, Upper Darby, Pa., dealer and 
chairman of the board, NARDA. 


low-priced stereo set, or postponed the 
purchase until some of the confusion set- 
tled. Instead of buying, the public decided 
to wait for the “finished” product. 

It has been difficult to keep up with the 
fast pace stereo is setting, because of a 
lack of cooperation in the industry. Many 
dealers have done less total business in 
stereo and hi-fi combined, than they did 
the previous year in hi-fi alone. We 
could have had several great years selling 
hi-fi while we quietly developed stereo, 
but now we will have to learn from our 
mistakes and try to at least get over the 
confusion. 


THE PUBLIC WILL DECIDE. The pub- 
lic will finally decide the direction the in- 
dustry will take. There seems to be no 
doubt that leaving out the small fringe of 
purchasers who want to be different and 
find ways to do so, that the average cus- 
tomer does not have the room for large 
two-piece stereo instruments that must be 
placed & feet and more apart. It is now 
apparent also, that people don’t want to 
make work out of their listening. 

Some were deterred from investing in 
tereo by too technical a description and 
vy being shown that you had to sit at the 
point of a triangle between the two speak- 


ers in order to enjoy stereo’s benefits. They 
want to sit in their favorite chairs, or 
listen from the next room and not worry 
where the sound is coming from. 

Yes, it is quite evident that the custom- 
ers want nice looking furniture and that 
preference is for all equipment in one 
init. | have stated that they are perform- 
ance conscious, but that does not mean 
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that the sound must be technically per- 
fect. If it is pleasing to the customer’s ear 
and gives good reproduction it may prove 
to be more acceptable than perfect high 
fidelity response, particularly of the high 
frequencies. 


WHAT WILL SELL. A beautiful cabi- 
net with multiple speakers makes a more 
saleable item than a more perfect flat 
response amplifier with full bass and 
treble range that is unattractively housed. 
It is possible to sell even experts on 
how wonderful an instrument sounds, 
if you point out the kind of pick-up, the 
wattage of the amplifier and the number 
of speakers. It seems that people hear 
what you want them to hear and are in- 
fluenced by what you say are stereo’s vir- 
tues. It is important that a record is se- 
lected for demonstration that suits the 
purchaser’s taste, as very often they 
judge the instrument by the recording, 
rather than the way it is being repro- 
duced. 

One thing that seems to help the inter- 
est in stereo instruments is the inclusion 
of AM-FM radio that can be played 
through the separate amplifiers stereo- 
phonically. This is quite an attraction, 
and could be a selling feature to sell more 
combination instruments. 

From advance word, many of the console 
models to be introduced for fall will be 
one piece units, and many will be smaller. 
It is also probable that prices will be 
lower. It will be possible to achieve stere- 
ophonic effects within one cabinet by 
placement and angling of speakers and 
other ingenious methods. Sound engineers 
have found that bass sounds are non-dir- 
ectional and that a listener cannot tell 
where they are coming from. The middle 
range speaker and tweeter are used to 
provide the stereo effects, while the woof- 
er is used to fill in the hole in the middle. 
It will also be possible to plug an extra 
speaker into these instruments if the cus- 
tomer desires the present split version of 
stereo reception. 

We will also hear a lot about 3 channel 
stereo, which will be as useful as the 4th 
speed on a changer, particularly when we 
know that only 2 channels were recorded 
on the record. We are now at the point 
when most of the public’s doubts should 
be over. Let’s not further confuse them by 
battles between competing manufacturers 
over gimmicks. Some stability in the mar- 
ket now exists, and this fall can be the 
big vear we expected last, if we sell ster- 
eo for what it is: a better concept in mu- 
sical reproduction for all the members of 
the family. End 
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IN PHILADELPHIA 


Gas Range Sales 


UP79% 


IN DALLAS 


Gas Range Sales 


vPIgT 





IN LOS ANGELES 


Gas Range Sales 


IN DETROIT 


Gas Range Sales 


up9g%, Wallies 
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This bright GOLD STAR | 
ciaied j 2 J 
BS range dealer's Gold Mine: 
Never in appliance history has a single promotion been so suc- 
cessful—so fast! After just three months Gas Range sales have 
; zoomed almost everywhere. As first-quarter figures released by 
j SS some of the leading Gas Range manufacturers indicate, 
a ~ me sales are rising across the nation. Just as predicted, the 
=) all 4 . 











For at least 28 reasons—28 advances in 
performance automation and design—ranges 
built to Gold Star Standards are your 
money-maker ranges. 


SHOW THE GOLD STAR AWARD , 
and see your profits GROW! / 


a eS al 


en ae 
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millions of dollars invested in this nation-wide Gold Star 
promotion have sold more ranges, rung more cash regis- 
ters and put more dollars into your pocket than ever before. 


AMERICAN GAS ASSOCIATION 


Look to these great names 





& for ranges built to 
) GOLD STAR Standards 


BROWN FEATURAMIC 
CALORIC ¢ CROWN 
GAFFERS & SATTLER 
GLENWOOD HARDWICK 
KENMORE MAGIC CHEF 
MODERN MAID MONARCH 
y NORGE O'KEEFE & MERRITT 
j REAL HOST RCA WHIRLPOOL 
/ ROPER SUNRAY TAPPAN 
THE BOSTON STOVE COMPANY 
UNIVERSAL ¢ VESTA 
WEDGEWOOD-HOLLY 


° e DIXIE 





3 . 
it 

. 
* 
« . 
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Which Gibson product 


(we love em all /) 


bibsons exclusive Markétinaster 


tot 04.bai lou freeZet -ownlng 
tami/ies. By Cpairdrting Un- 
httded tyeeZe/ 
SPACE You JEP 307s 
More tr¢sh food 
srd9e- handy 


ed: YE - Koad peeds a 
Aiton Air Cooling: 


Greatest thing SIUCE 
the 1cé Wd ta! 


Fail 








Big-hit Gibson 2-door/ 
Costs /ess thay most /4-47 
single dors, yer has 2 
stparate 100-1b., HrYe 
4eCELCK! AUTOMANIC 
defrost -spynar?r 
THonline styling-tich 
custom tit etd 





yp Features. Why, 
Y= honey, 115 the 

2a} Ltn getafor- 

ay freezer buy! 

ee 

Y» 

Model GT 159 ~ 


— 


YVCCLEVENE Tor dally 


frostless, dripless COM- 





Gibson Dealers now have two hot items 
to sell in each of the Big 3 appliance 
fields (refrigerators, upright freezers, 
big-capacity air conditioners ) 
...and, man, how they'e selling them! 


This Gibsou 1/4 3 fhe pervect 
tavaily freezer. #48 -pound 
capacity — with 5 4all-width 
shelves, deep door shelves aud 
Juice vack$. Bést of al 
exclusive Htééze-Flo qésigu 
puts 3 sub-2éro Weezing 
surfaces /h each Compatt - 
Ment. Ahd 1715 $pec1d/- 
priced tor you 4/ght pow! 
gryn 


ee 
: ) 


| 
{ 
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Model GU 314 


When you pick the pitch for profit you pick Gibson, so- Ger going 
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pitch do you like best? 


Weta whole of of cooling for 
simmepiet hor days < ake 1s 









Here are six hot Gibson items — hand-picked from the > big Cibson 2 hp. —tuck t+ 11 Wy 
‘ ‘ . ; : : ‘24 “yw — Aha Me 
creat new Gibson line. Each one fits a volume spot in Mle of Fwindon SE, 708. (- ti 
> Comparr--one COMTtA JES 40 Sittt geo 
> arke syfec ’ , ‘ Brdaasi a ‘ -wnv VY ‘ / F ee: QyN orm d\ 
the market, perfectly, profitably — and that’s why they : you —3ettle back ahd 9f9t) wing uM VEN 4 
lead to persuasive pitching on vour sales floor. Pick the » Mite aaah! Cools 3,4 a yore 
. . . ° fA? A. sf Faye 2 s70 f 
pitch (and the product) vou like best — better yet, pick ee By Gees. 


‘em all! Get your share of soaring Gibson sales — now 
running 78% ahead of °58, wav above industry gains. 
(And don't forget, you still have all this month to qualify 


for Gtbson’s all-luxury Fun In San Juan trip this Fall!) 
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Ni 1OG/ TENQS-SIZE TICEZE == 
if os —$25 pound cgeeacity wil 16, 
: fold 2 +002éh LOnGhOrH. ' 
Its fieezZe-Ho DESIWER, ; Model B9322 
too With 3 Sub-Z2f0 HELIA 
surfaces im CACh COmparT- 
ment. Teynline styling BA4 








































the lowest cast-peér foot 2 Ma, li Tél you what Sin 

“ ( 44 / 4 J, ao / 
it thé histoty of (éxas : Goth G0 —£ It s / You 
(ahd aso tre world)! | TMS big C/bSCR (hp HEP 


pump tor depindeblée 
COOMNG, 841d GWE you he 
LeBMMG 23 BI EXV13 Litas 
“L713 (hE worlds lowest priced 
hedt pump by 3 ngtiiona Wy. 
191d lead Ct (nt the t1él — 
Ghd You Wl GSC Ih CVE 


Model A9102R Ja! of the yédt / 


2588 . Model GS 316 


(GSO 


C) Gibson Refrigerator Company — Greenville, Michigan — Division of HUPP Corp. 
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THE DEALER 
SPEAKS ABOUT 


APPLIANCE 
ADVERTISING... 




















‘ke, 
RY 


advertising dollars in Chicago? 37 lead- 
ing Chicago appliance dealers* gave 
i clear-cut answer to this question in a 
new Chicago Tribune research study. 

Their advice: Spend the factory budg- 
et in newspapers, the total selling 
medium. Newspapers create more store 
traffic. They bring in more customers 
likely to buy... more customers who can 
be traded up...more customers who are 
good credit risks. 

On every one of these points, dealers 
gave newspapers more first place votes 
than they gave to magazines, radio and 


The Tribune gets em tn Chicago! 
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television combined! 


But not just any newspaper. 72‘, of 


the dealers named the Tribune as their 
first choice when asked where a manu- 
facturer should concentrate his adver- 
tising. Other Chicago papers received 
only 14°,, 11°; and 3°; of the first 
place votes. 

Chicago dealers know from first-hand 
experience that the Tribune produces 
greater sales results. A schedule in the 
Tribune helps your factory and distrib- 
utor salesmen sell Chicago dealers as 
nothing else can. Why not put the force 
of the Tribune to work for you? 


* 
names on request 
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and telle manufacturers where to spend the factory budget in Chicago! 


Where should you concentrate your 


more 


READERS... 


more 


ADVERTISING... 


more 


RESULTS 
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Those New Bank Credit Plans 


Will They HELP 
or HURT YOU? 


Revolving bank credit . . . the most sensational in- 





rinkstT 


NATIONAL CITY BANK 


novation in consumer credit in years—could have a 
decided effect on appliance dealers. 

The charge account and check credit plans which 
are spreading across the country have, at the mo- 
ment, only limited appeal to appliance dealers. Some 
dealers see some advantages to them. Most dealers 
wouldn’t pass up a sale made possible through such 
facilities. But few dealers are enthusiastic about 
them, “I’ll capitalize on them when I can but I sure 
won’t depend on them,” says one eastern dealer. 

As a matter of fact there are those in the appliance 
financing business who view the new plans as decid- 
edly harmful to the appliance dealer. In their view 
the plans (1) threaten to dry up funds which banks 
have been extending on conditional sales contracts 
(2) threaten to separate the dealer from his credit 
customers (3) cost the dealer too much and (4) en- 
courage price chiseling by the customer willing to 
pay “cash”. 

Harmful or helpful? Somewhere between these two 
extremes lies the answer. But this answer is as dif- 
ficult to pin down as are the exact dimensions of the 
new credit plans. There were probably less than one 
hundred in operation at the first of the year. By the 
end of the year there will be over a thousand in oper- 
ation. 

They’re expanding fast and they’re having a dra- 
matic impact not only on the retailer and his cus- 





WHEN vou NEED IT! 





| 








READY-FUNDS 
service 


THE QUICK, CONVENIENT 
WAY TO BORROW MONEY 


Revotving credit funds are 
always available to you 







Ne ee for any purpose—any time tomer but on the banks themselves. Curiously, even 
gy A wh eee the staunchest supporters of the plans have some 


important reservations about the way they’re spread- 
ing and the way they’re being used. 
It’s little wonder, then, that many appliance deal- 
YOUR BANK NAME ers are confused—and in some cases worried—about 
the new bank credit plans. That’s why ELECTRI- 
CAL MERCHANDISING’S editors have interviewed 
hundreds of dealers, bankers, credit company 
officials and other experts in the consumer credit 
field in recent weeks. On the following pages you’ll 
find the results of all this fieldwork—the first 
thorough analysis of whether the new credit plans 
will help or hurt the appliance dealer 





PAGE 35 








Those New Bank Credit Plans ........ 





Where Are Such Plans Available? 


The temptation is strong to say “almost 
since the plans have been 
preading at a phenomenal rate during 
1959. In New York City, for example, 
Chase Manhattan has a card charge plan 
ind First National City, Bankers Trust, 
Manufacturers Trust and Chemical Corn 


” 
everywhere 


Exchange all have check credit plans. In 
Koston the First National pioneered the 
revolving credit plan. In Philadelphia, the 
Girard Trust Corn Exchange and the First 
Pennsylvania have them. In Michigan the 
Manufacturer’s National and the Detroit 


Bank in Detroit have check plans and in 


Flint the Citizen’s Commercial and Sav- 
ings has both. (More and more banks, 
incidentally, are offering both card and 
check credit.) In Minneapolis the North- 
western Bank and First National have 
climbed aboard. And on the West Coast 
the Bank of America, the First Western, 
Security First National, Crocker Anglo, 
First National of San Jose and Wells 
Fargo Banks have one or the other. 

But despite the rapid growth there are 
areas where the plan have not yet had 
much of an impact. In Chicago, for exam- 
ple, bankers prohibitions 


blame state 


against branch banking as being respon- 
sible for the fact that few banks have in- 
itiated either a card or check credit plan. 
In broad areas of Indiana there are few 
plans operating. The same is true in Iowa. 

But if such plans are available in your 
area you won’t have to worry about find- 
ing them—you’ll be hearing a great deal 
about them. Heavy and constant promo- 
tion is a universal requirement of such 
plans and banks have found that they 
must put much more time—and money— 
into promoting these new plans than they 
have previously put into merchandising 
their other credit services. Thus, if a bank 
in your area has a plan, you’ll know about 
it soon enough. 





How Do These New Credit Plans Work? 


Perhaps the most important thing to re- 
member about charge account credit and 
check credit is that they are two distinct 
forms of credit. 

“Each plan has its particular appeal to 
says Otto Lorenz of The 


> ! 
1» erican Banker 


the customer,” 
“Each serves a distinct 


not « account 


Charge 
are for Mrs. Shopper. Checks-on- 
for Mr. Standby. The 
attempt to make the checks-on-credit plan 


verlapping need 
ervice 


credit ervices are 









aq¢nB Charge 
ecount Pian.-- 


erful wey 


—_ 
ae 


‘ 


uhataw ond 





=... b 
The Connecticut yin 


National Bank 


Many banks offer both types of credit plans, 
use ads like this to warn customers that “one 
is not a substitute for the other.” 
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do the work of the charge account plan 
is, | think, foredoomed to disappointment.” 

The difference between the two types 
of plans becomes even more evident when 
you examine these figures which Lorenz 
provides : 

On charge account plans (shopper 
credit as Lorenz describes it) the average 
charge is $10 and the average holder of 
the card charges at a very minimum 30 to 
35 items per year. 

, the 
average check is for something between 


On check credit (or standby credit 


$10 and $60 and the average consumer 
writes only six to eight per year. 
While 


blances between all card plans and be- 


there are basic family resem- 
tween all check-credit plans, an almost in- 


finite have been 
worked out on each. The definitions below, 
therefore, should be used only as a guide 


in your evaluation of such plans. 


number of variations 


3efore 
you reach any definite decision be sure 
you understand the particulars of the spe- 
cific plans being offered in your market. 


Charge Account Credit 


These plans have a strong resemblance 
to Diner’s Club or American Express cred- 
it cards. Both the customer and the dealer 
must join the plan. 

Membership for the consumer is simple 
(if he has a good credit standing) and 
free. The consumer merely applies to the 
bank (either direct or through a partici- 
pating retailer) for a credit card. After 
credit checking a charge card is issued. 

For the retailer, 
about as simple 


membership is just 
but considerably more 
expensive. In most bank plans there is a 
membership charge ranging from $25 to 
$50. In Minneapolis, however, the North 
Western Bank imposes this $25 fee on a 
quarterly basis. In most cases he must 
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also rent an imprinter to process sales 
slips being charged on the plan. This runs 
about $1 a month. (The Bank of Virginia 
sells the imprinter to the dealer for $32.90 


instead of renting it. In Florida, Pan 
American and Florida National Banks 
show only account numbers—not cus- 


tomer names on the credit card and the 
dealer merely copies the number of the 
card on the sales ticket. Thus, no printer 
is needed.) In many plans the participat- 
ing dealer must maintain a commercial 
account with the bank. 

When a purchase is made the consumer 
merely shows his credit card and the pur- 
chase is charged to his account at the 
bank, If he pays promptly (within ten days 
at Chase Manhattan) there is no charge to 
him for credit. If the customer chooses to 
spread his payments over a peried of 
months (five months is the limit with 
he pays interest on the unpaid bal- 
(one percent with Chase, 1.5 percent 
with Bank of America 

The retailer must take a discount on the 
sale when it is charged through a bank 
credit plan. This varies between four and 


Chase 


ance 


six percent. There is no recourse to the 
dealer, however, once the charge has been 
accepted by the bank. If the charge ex- 
ceeds a specified maximum (usually $25) 
the dealer must clear it with the bank’s 
credit department before making the sale. 
For this purpose bank credit departments 
are maintaining special hours to corre- 
spond with local store hours. In New York 
these clearing departments are open 9 to 
9 daily and 9 to 6 on Saturdays. The Bank 
of America maintains similar service and 
promises dealers an answer “within 30 
seconds”. On the B of A cards there is a 
coded limit which varies with the indi- 
vidual holding the card. Only purchases in 
excess of this limit need clearance. 

The retailer qualifies for a rebate of 
sorts on many of the plans. The rebates 
usually vary with the number of sales and 
dollar volume of sales put through by the 
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dealer. First Western Bank & Trust, for 
example, totals the number of sales slips 
submitted by each dealer each quarter, 
then divides this into total dollar volume of 
slips. If average transaction was $3.50 to 
$4.99, discount remains at six percent 
sut if transactions averaged $10 to 
$12.99, for example, the dealer would be 
rebated 1.5 percent and net discount rate 
would then be 4.5 percent. 


Check Credit 


Under these plans the consumer estab- 
lishes a line of credit with the bank, much 
as a retailer would establish a line of 
credit for his own business. He decides 
how much he could pay each month on 
credit and this is multiplied by the time 
limits imposed by each bank. Thus a con- 
sumer could repay $25 a month 
would qualify for $800 from Bankers 
Trust in New York City, where repayment 


who 


must be made in 12 months; the same con- 
sumer could get $500 worth of credit from 
First Penn 
allowed. 


vivania where 20 months are 
From this point on all sorts of varia- 
tions creep in. The one thing each plan 
has in common is that the customer can 
write a merchant just as 
though it were a regular check. In many 
no way for the dealer to 
identify the check as a credit check. The 
dealer must take the same precautions he 


check for a 


cases, there is 


does in cashing any personal check since 


a “bad” credit check bounces just like a 


s- re 


“bad” regular check. In this case, of 
course, the dealer has no title to the mer- 
chandise which was purchased with the 
bad check. All he can do is to sue the cus- 
tomer to recover the amount of the 
check. 

The consumer can cash the check wher- 
ever he wishes. He even, in 
cases, pay installments on his check-credit. 
account by writing a new credit-check. 

In many plans there is no credit charge 
if the customer pays back the amount of 
the check to the bank within a specified 
number of days. In some cases, however, 


can some 


there is a nominal charge (of perhaps 25 
for the check itself. 
If the money isn’t paid back immediate- 


cents ) 


ly the consumer must repay it in monthly 
installments. banks that 
these installments be figured on the total 
line of credit available. Others require re 
payment figures only on the amount of 
credit actually used. Atlanta’s First Na- 
tional repay monthly 
14,th of the total amount of the line of 
credit regardless of how much was used, 
or repay monthly one tenth of that part of 
the line of credit actually used. First 
American in Nashville gives borrowers a 


Some require 


offers a choice: 


different choice: monthly repayments of 
either 1.thor 14, th of total line of credit. 
In either case the amount actually used 
has no bearing on the rate of repayment. 
First National City in New York intro- 
duced its Ready-Credit plan with the pro- 
vision that monthly repayments must be 
14 oth of the total line of credit. The bank 
amended the that re- 


has now plan sO 


payments are !,,th of the credit used. 

For this 
monthly interest on the unpaid balance. 
With New York’s Bankers Trust the 
monthly interest is 0.98 percent. With At- 
lanta’s First National it is 1.0 percent. 
And with the Security First National in 
Los Angeles it is 1.25 percent. At Security 
the individual pay off at any time 
without penalty, paying interest for only 
the time he used the money. In almost ev- 


service the customer pays 


can 


ery case, there is no charge in any month 
in which the credit line is not used. And 
in almost plan the monthly pay- 
ments restore the amount of credit avail- 
able to the individual. Many 
levy a life insurance fee 


every 


banks also 
on the monthly 
unpaid balance. 

There are all sorts of variations in the 
types of checks issued for use with these 
Those American 
Commercial Bank in Charlotte and First 
American in Nashville are easily identi 
fiable. But the checks of the First Na- 
tional in Atlanta cannot be identified. In 
Detroit, the consumer gets a stack of IBM- 


credit plans. used by 


punched checks for his use when he uses 
the Manu-Matic plan of Manufacturer’s 
National. The Detroit Bank, on the other 
hand, requires the dealer to call the bank 
before cashing one of their Charge-A- 
Matic checks. The National Bank of Com 
merce in New Orleans uses blenk notes 
Which the borrower fills out and on which 
he specifies how he wants to repay. He 
tukes the note to the bank where it is dis 
counted six percent. 
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Captive Finance Captive Finance Bank Installment Bank Charge Bank Check 
Company ‘‘A”’ Company ‘‘B”’ Credit Plan Plan 

Dealer Selling Price $330.00 $330.00 $330.00 $330.00 $330.00 
Required Down Payment 10% 10% 10% NONE NONE 
Bank Charge to Dealer NONE NONE NONE $19.80 NONE 
Dealer Gross 330.00 330.00 330.00 310.20 330.00 
Amount Customer Borrows $300.00 $300.00 $300.00 $330.00 $330.00 
Repayment in 5 Months 

Monthly Payment — —— —-— 66.00° —- 

Interest Rate —— — --— 1.96% —— 

Total $ Cost to Customer —— —— ~— 336.47 — 
Repayment in 12 Months 

Monthly Payment $27.70 $29.00°** $27.25 —— $27-50*** 

Interest Rate 10.80% 7.33 fo 9.00% _— 6.77 Yo 

Total $ Cost to Customer 362.40 358.00 357.00 —— 352.34 
Repayment in 24 Months 

Monthly Payment $15.20 $15.00¥ $14.75 —_— 

Interest Rate 21.60% 18.69% 18.00% — 

Total $ Cost to Customer 394.80 386.06 384.00 -— -- 
Rebate to Dealer Yes. Variable per-§ Yes. Incentive re-§ Yes. Percentage of § Yes. Retund of ‘ee No 





bate conditional on 
number of contracts 


centage of finance 
charge 


dealer discount de- 
pending on volume 
of charge slips 


finance charge 





SOURCE: Actuoc! decler experience in 


*Monthly payment plus 0.98% of unpaid balance beginning with second payment 
New York and Philode!phia 


**Monthly payment for 11 months—12th payment $9.00 
***Monthly payment plus 0.98% of unpaid balance plus $.06 per $100 of unpaid balance 
tMonthly payment for 23 months—24th payment $11.06 
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Those New Bank Credit Plans ........ 
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Are These New Credit Plans Working? 


rhe answer to that question must be an 
emphatic yes, at least for the time being. 

Judged by any standard—the spread of 
the plans across the country, their profit- 
ability to the banks sponsoring them, the 
reaction of merchants in general, and the 
enthusiastic response from the general 
little doubt that 
these new credit forms have scored a hit. 


public—there can be 


Ihe pread of the plans is perhaps the 


dramatic piece of evidence In re 


rching this story, ELECTRICAL MER 
HANDISING editors were constantly faced 
th investigating new plans which had 
pened “‘vesterday”’’. Any accurate count 
mpossible, but a quick check of a single 
rion (the Southeast) shows how rap- 


Check credit in 
from the First Na- 
onal Banks of Atlanta, Memphis, Annis- 
Valdosta and Montgom- 

the Third National and First Ameri- 
an in Nashville, Ameican Commercial in 


the idea has 


spread 


area 1 available 


Columbus, 


( hariotte 


+, the Union Planters in Memphis, 


the Hamilton and American National 
Banks in Chattanooga, the Liberty Na- 
tional in Savannah, Lewis State Bank in 
Dothan Bank & Trust in- 
Dothan, Pan American in Miami, Florida 
National in 


Tallahasee, 


Jacksonville. Charge plans 
are available from Citizens & Southern in 
Georgia, Birmingham Trust, Bank of Vir- 
ginia, Columbus Bank & Trust, Anniston 
National in Fort 
Beach State Bank in Boynton 
Florida and the Old Dominion in Arling- 
ton, Va. Several banks offer both forms. 

Figures on the net profit to the bank 
make 
charge account banks reporting to Ameri- 


Lauderdale, Boynton 


Beach, 


impressive reading. Of 32 


also 
can Banker's fourth quarter survey, 28 
showed a profit on such operations. In a 
separate tabulation of 26 banks reporting 
net profit after all expenses including 
charge-offs, five reported a net of 10 per- 
cent or more per annum, nine a net of 6.0 
to 9.99 percent and 10 a net of 1.0 to 5.99 
Week, a McGraw-Hill 


percent. Business 


publication, reports that for the Girard 
Trust Corn Exchange in Philadelphia, the 
return on charge accounts is double the 
next most profitable department. Business 
Week also says that First National in 
Boston makes 50 percent more net profit 
on this business than on its conventional 
installment operations. 

In general, both merchants and the pub- 
lic seem to like the new 
fairly 


plans (For a 
strong dissent by the appliance 
dealer, see the next section.) By the end of 
1959 Bank of America expects to have 2.5 
million of its ‘“Bankamericards” in the 
hands of consumers. In a Fresno test area, 
the bank aimed to have 1100 business out- 
lets honoring 70,000 cards. Within six 
months there were 2000 merchants hon- 
oring 114,000 cards. Pan American Bank 
in Miami has had charge account banking 
for six years “‘with great success”. Citi- 
zen’s & Southern in Atlanta has had a plan 
only since March 1, already has 1500 deal- 
ers, 100,000 cards outstanding. Manufac- 
turer’s National in Detroit had 3800 appli- 
cations on the first day its Manu-Matic 
check plan was announced. 
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What Does the Appliance Dealer Think? 


The average dealer is something less 
than enthusiastic about either charge ac- 
count or check credit. Of the two, he likes 
check credit the best. 

hut there is some evidence that dealers 
have 


reaching these conclusions. This evidence 


imped too 


rapidly and too far in 
eems to point to the conclusion that while 
suited to big ticket 
they do pose some haz- 


these plans are not 
items and while 
ards for appliance dealers, they neverthe- 
le have a certain potential which most 


dealers have not yet appreciated. 


Charge Plans: Pro and Con 


Charge Plans: Pro. Card plans give the 


mi dealer who 1 not eq lipped for ex- 


tensive bookkeeping the advantages of 
open account busine They also enable 
n t ffer something besides layaway as 
b on Which to promote small ticket 
ten They thus make the dealer competi- 


with big de partment store and Sears 


ho have been offering open account. Ina 
town near Fresno, for example, one 
lealel report that the ecard have 
} rht him a lot of new busine from 
tomer who normally would have 
ted to | intil they went into Fresno 
vhere they have open accounts with big 
tore 


The Bank of America points out that 


the insecured account receivables of 


many dealers are costing them two to two 


and a half percent per month at current 


bank rates. This is exactly what B of A 


would charge the dealer if he used a 
Bankamericard and if his average sale 
was between $35 and $99. The dealer’s 
savings, says the bank, comes in not hav- 
ing to keep even a part-time operation to 
check on credit, post accounts and send 
out statements. In large stores, says B of 
A, it costs from 4.0 to 8.5 percent of the 
accounts receivable to pay for these costs 
of posting and billing. 

According to the banks, there are other 
advantages with the charge cards: 

1) Dealer gets a shot at more poten- 
tial sales through his access to a higher 
number of credit accounts than he could 
develop on his own. 


») 


2) Consumer will buy more since she 


knows payments will be spread 


longer period than conventional 30-60-90 
day open credit. 


over 


3) Consumers will not hesitate to go 
into strange stores since they don’t have 
to establish their credit and don’t have to 
worry about “another bill from another 
dealer.” 

1) ( stomers using card charge cred- 
it are less apt to seek discounts. (But 
there’s another side to this argument as 
we shall see shortly 
5) Charge plans could put the little 
squarely back in electric house- 
wares and also make him a factor in 
Christmas business where most purchases 
are small. 

One advantage which banks do not pub- 
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licize but which many alert dealers have 
already discovered is the fact that in most 
cases a card holder is a good credit risk 
and that the dealer can extend his own 
credit facilities to such persons without 
extensive credit checks. Midwestern deal- 
ers are already telling customers that “if 
vou have a card like that you’re good for 
60-90 days with us anyway.” A finance 
company executive puts it like this: “The 
banks are going to be doing a lot of credit 
checking for the dealer as these plans 
spread,” 

But perhaps outweighing all of these is 
the fact that 
charge plans a tailor-made opportunity to 
get off the hook 
credit for service and parts. 


many dealers see in the 


insofar as extending 


In Georgia, for example, one dealer 
whose books were getting uncomfortably 
heavy with service accounts asked the 
Citizen’s & Southern Bank to prepare a 
mimeographed letter to his 
stating that in the future credit for service 


customers 


would be extended only to those holding 
He enclosed a folder 
on the bank plan and an application blank 

A Birmingham, Ala., dealer who expe- 
riences a $2000 to $3000 annual charge off 


bank charge cards. 


in service bills plans to shift as much of 
his service as he can to the charge plan. 
There will be less bookkeeping and oper- 
ating capital will be freed. 

In areas on the West Coast where the 
credit card has had a chance to become 
established, the biggest value so far ap- 
parent to dealers is the use of the card for 
service labor and parts. In San Jose, 
Calif., where a plan has been in operation 


for five years, every dealer and service 


Continued on page 74 
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DICK PALMER, a Brand 
Names winner this spring and 
a member of NARDA’s board 
of directors, bosses 14 appli- 
ance-TV salesmen and four 
managers, the staff of three 
company stores and a leased 
department in a Macon, Ga., 
department store. Palmer 
Tire’s volume last year: $1.9 
million with $702,141 of this 
in majors and television. 





FRANK KIRBY, head of An- 
niston Electric, Anniston, Ala., 
has parlayed thorough sales 
training, tight sales manage- 
ment, steady compensation 
studded with incentives, and a 
highly developed lead-secur- 
ing system into one of the 
Southeast’s outstanding sales 
operations. His 1958 volume: 
$792,543. 





L. E. GATLIN, active partner 
in the Ace Appliance Co. in 
Memphis, has built one of the 
most effective appliance-TV 
sales forces in Tennessee by 
combining tight organization 
with considerable individual 
freedom for the men on his 
staff. His volume in 1958: 
$710,000. 
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Three Southern Dealers 
Who Are Expert At It Tell You 
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UPERVISION of Palmer Tire Co. 
salesmen begins the moment the man 
is on the payroll. And even the proc- 

ess of selecting a new salesman is handled 
carefully. 

Procurement of salesmen is handled by 
vice president Jack Beckham, a psychol- 
ogy major, who interviews applicants, 
gives each an I.Q. and a sales aptitude 
test, both furnished by Kelvinator. Using 
the tests merely as indicators, Beckham 
reads both very low and very high scores 
as warning signals. The company wants 
neither eight-balls nor hot shots, but well 
integrated self-starters, who are able to 
fit in as members of a competitive group, 
and who can be expected to mature as 
salesmen at Palmer Tire. 

After training (chiefly a matter of tak- 
ing the novice into all types of sales and 
collection situations, demonstrating the 
firm’s policies in action), each new man 
is assigned about 500 accounts, including 
alphabetical sections of the current ac- 
counts and receivables ledgers. Though it’s 
not assigned, he’s also responsible for 
working the corresponding section of the 
paid-outs ledger. Transferred to file cards, 
the delinquents go into his card box, in 
which room is left for two more categor- 
ies—hot prospects and the salesman’s own 
users, as he develops them. 

Three laws are handed down to the re- 
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1 PALMER’S SECRET 


Good compensation 
for well-trained men 


OW TO HANDLE 
ALESMEN ......... 


ly Ce Gage LA 4 38 hei reel) 4:6 ‘ he 
PE ONG ta) SM Cane Se Ata et Se ioe 


cruit: concentrate on add-ons (when down 
payment and a third of the balance are in, 
it’s add-on time); keep active accounts 
out of the paid-out file (where the time 
and expense of reactivating them are 
great); and become adept at making col- 
lections (each Palmer salesman is his own 
collections man, often able to bring a de- 
linquent up to date and sell an add-on in 
a single call). 

All salesmen receive base pay and com 
mission, semi-monthly. While base, in this 
case, is a form of direct compensation, it 
resembles a salary, making it infinitely 
easier for Palmer Tire to hire and retain 
salesmen, many of whom like to feel 
they’re something more than straight com- 
mission men. 

A volume scale has been set, graduated 
in thousands, ranging from $4,000 to 
$15,000 per month. Each man gets base 
pay equal to four percent of the gross sal 
plateau he reached the previous mont} 

but he must reach each plateau (the 
January base of a man who sold $8,990 
worth in December would be eight percent 
of the $8,000 plateau or $320, payable as 
$160 on January 15th and 380th 

Palmer has two straight commissio1 
plans, one for salesmen in the department 
leased in a Macon department store, the 
other for the men who work the company 

tores. As commission, the department 


MORE> 
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79 or under 1.0 Daily sales meetings are responsibility of performance, missed sales, and new day’s 
2 oo 5 each Palmer store manager. Previous days goals are discussed at these sessions. 
- 9.9 0 
10-10.9 2.5 . _" , 
ye 20 Each salesman works the floor five days net annually, and 25 percent of net in 
- a week. The sixth day finds him out work- excess of that. This is divided among em- 
Kach Palmer manager is paid a salary, ing collections, bird-dogging leads and ployees’ accounts according to compensa- 
percentage of that salary as a making demonstration calls on his recent tion. An emplovee leaving in six years gets 
month bonus based on the net profit in customers. The latter must be made within 10 percent of his account, and this ranges 
his operation. Months when his store nets five days of delivery, or the salesman gets in gradations of 10 percent per year up to 
ne percent, his bonus is 10 percent of no credit for the sale. The idea is to in- 15 years, when a departing worker’s total 
il for a two percent month, 20 pe1 sure satisfaction and create user referrals. account is paid him. Money accrued by 
tof salary; and on through 100 percent Goal: two leads per callback. employees who leave the firm after five 
f ary for a 10 percent net. (From Jan Salesmen get 30 days’ protection on years or less is redistributed among the 
ary through July, 1958, two of the stores prospects they’ve entered on file cards as remaining account holders. The money is 
ran an average net of better than 10 per- hot. They get the credit if these are sold tax-free going in, taxed coming out. 
ent, made possible, Palmer feels, by the within 30 days of filing date, regardless of Palmer Tire pays for hospitalization 
diversity of his operation). who makes the sale. and life insurance policies on each em- 
Phere no hesitation in spiffing slow Powerful fringe benefits help Palmer ployee. Finally, the firm will pay full tui- 
overs, good buys, season closeouts or re- Tire keep its salesmen. Salient among tion to leadership and salesmanship cours- 
ales, with incentives of from $1 to $5. these is a profit-sharing plan to which es for its men, but the entire cost of such 
Spiffs are kept hot with time limits, and employees contribute nothing. The com- a course is billed back to the man who 
are competitively oriented. pany antes 10 percent of its first $25,000 misses a class or fails to graduate. 


2 KIRBY’S SECRET Anniston Electric uses a _ salary-plus 


compensation system. Salaries vary some- 
what by seniority, but periodic raises are 


“The firm but gentle hand out, leaving the way open for incentives. 


The men are compensated on the basis of 

f b j t d t 99 five percent of their volume. Each month, 
ofa enevo en espo oS the difference between their weekly pay- 
checks and five percent of their sales is 


” IRBY keeps the firm but gentle hand condones them only as follow-ups, requir- made up by the company in the form of 
of a benevolent despot on his six- ing each man to sign out, stating his des- commission. Thus, if a $100-a-week man 
man sales staff. With the help of a tination and approximate return time. sells $10,000 worth in a four-week month, 

close system of semi-daily, daily, weekly This, so prospects who come to the store he picks up $100 in commission money. 
and monthly performance reports, he runs to see him won't be left hanging. In addition, seasonal one-month sales 
the show. At 5:30, Kirby gets the evening report, contests are held quarterly, with bonuses 
First thing in the morning, each floor with individual volume, phone call and paid on the basis of percentage of increase 
man picks up a “salesman’s reminder” outside call totals for the day, as well as over individual performances for the com- 
form, which he fills in as the day pro- every man’s unit sales in seasonal cam- parable month of the previous year. 
gresses, as a running check on himself. paign items. Each of Anniston Electric’s 20 service 
A “noon report” and an “evening re- Net result of these forms is the daily and delivery men is expected to turn in one 
port,” both made up and presented by the report of sales and gross profit, which sales lead a day. The men are split into 
store manager, give Kirby a fast, twice- reaches Kirby a single day after perform- three teams. Each has a captain, who col- 
daily glance at his sales force. ance, and tells him to the dollar how far lects his men’s leads and turns the lead- 
Kirby expects his floor men to make in black or red the firm operated the day cards over to the store manager. The man- 
10 phone calls a day to users, gleaned from before. By this he guides his sales man- ager, in turn, assigns them equally among 
their own records or the store’s massive agement, altering, emphasizing, adjusting the salesmen for same-day contacting. 
user book. He’s strict on outside calls, where necessary. For 20 leads per month (one each 
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working day), a service man is paid $10; 
for 15 leads, $7.50; and for the minimum 
of 10, $5. He gets an additional dollar for 
each of his leads that a salesman turns 
into a $50 to $100 sale; $2 for a $100 to 
$200 sale; and $3 for a sale of $200 and 
up. The company’s goal is to sell 10 per- 
cent of the 400 prospects thus turned up 
each month. Last year, one service man’s 
leads resulted in 80 major unit sales. 
Two sales meetings are held each week. 


3 GATLIN’S SECRET 


Highlight of the Thursday morning meet- 
ing, at which Kirby presides, is a product 
knowledge competition in which three 
salesmen deliver five-minute pitches on 
specific models. The audience, comprising 
all sales and service personnel, then votes 
first, second and third prizes of $5, $3 and 
$2 to the speakers. 

With the store manager in the chair, 
the Monday morning meeting finds sales 
and operating staffers discussing upcom- 


Individual freedom but 


tight organization 


IVE floor men and a single kitchen 

specialist operate with considerable 

latitude at Ace Appliance. Each 
makes his figuring his own 
trade-in allowances or discounts, phoning 
credit information to finance companies, 
writing up his own firm orders (from 
which permanent records and deliveries 
are made directly), and keeping a com- 
plete record of his users. 

To whittle the long store hours (8 a.m.- 
9 p.m., six days a week) down to size, the 
salesmen are split into two shifts; 8 a.m.- 
3 p.m., and 3-9. Early shift men spend the 
late afternoon and evening making out- 
side follow-up calls. The 3-9 men do the 
same in the morning. A man making an 
outside call during in-store hours must 
state where he’s going and why. 

Gatlin pays salesmen no salaries, but 
has a liberal commission set-up. The sales- 
men get one-third of the gross profit after 
18 percent has been deducted. This roughly 
covers the firm’s fixed overhead, and is 
charged against each unit sale. Gross is 


own deals, 


considered selling price minus cost and 
discount or trade allowance. 

Thus from $250 sale ($300 minus $50 
trade), Ace takes cost of ($200), 
leaving $50 gross. Then Ace takes over- 
head (18 percent, or $9) and pays sales- 
man one-third of $41, or $13.67. 


goods 


This system works wonders against ex- 
cessive allowances or discounts, since, in 
figuring them, the 
helping to set 


salesman 
the adjusted 


is actually 
gross, one- 
third of which will be his commission. 
A straight 10 percent of selling price is 
paid on resales of repossessions and 
trades. To stimulate sales of TV warran- 
Gatlin commissions on them, 
ranging from $1 on a $3.95 contract for 
delivery and normal set-up, to $8 on a 
$49.95 contract including a year’s P&L. 
A sales manager who takes phone calls, 
phone checks credit and 
does some floor selling is paid a salary, in 


ties, pays 


assigns leads, 
addition to an annual override based on 
these percentages of gross sales per 
month: .25 percent on $30,000 to $40,000; 
5 percent on $40,000 to $50,000; .75 per- 
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cent on $50,000 to $60,000; and 1 percent 
on all above $60,000. 

Similarly, Gatlin uses profit sharing in 
both TV and white goods service. Each 
of these departments is run as an entity, 
its expenses charged against it and its 
income credited to it. At year’s end, the 


ing campaigns, sales methods, and the de- 
veloping and handling of prospects. 

Like so many successful, old-line South- 
eastern dealers, Kirby has no personnel 
turnover problems. “I don’t hire sales- 
men,” he says. “I raise ’em.” 

Fringe benefits such as fully paid hospi- 
talization and workman’s compensation, 
a five-day week, vacations with pay and a 
Christmas bonus of a week’s average 
compensation helps breed loyalty. 


TV service manager gets a bonus of 20 
percent of his shop’s net, while the white 
goods manager, whose responsibilities in- 
clude all deliveries, picks up 25 percent. 

Ace Appliance’s kitchen designer, who 
doubles as credit manager and collections 
man, is on a salary, plus 2.5 percent of 
each total kitchen job. 

Every lead, goes 
through a salesman (commissions on sales 
made by management go to the floor man 
who happens to be up). 


every sale at Ace 


The store pays 
half of all gifts given by salesmen to users 
for referrals. And its $30,000 annual ad- 
vertising budget 
plenty of prospects. 


develops 


End 


(own money 





“Batting order” for salesman on floor is 
maintained by these nameplates. Top man 
gets next walk-in customer. Phone calls go 


1959 


to bottom man on list. Tilted plate (above) 
means individual salesman has left to visit 


with outside prospect 
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Bill Langlois of Muskegon, Mich., stopped 
paying rent on warehouses over a year ago. 
He finds he’s better off without them. 

Now, he keeps his entire inventory 


on the sales floor. 
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Who Needs a 


B Gece are, says Langlois, at least ten reasons 
why he’s better off not having a warehouse. 


(1) With a warehouse holding a big part of his 
inventory, it was “‘out of sight, out of mind” during 
busy selling periods. Hence, developing shortages 
were not spotted early enough. Realistically, Lang- 
lois says, “‘Sure I had an inventory system. But the 
best system in the world is useless if you have too 
many irons in the fire to check on it.” 


(2) In rush periods, Langlois’ delivery men would 
deliver units off the sales floor. Good intentions not- 
withstanding, often the absence of a display model 
would be realized just about 20 seconds after the 
salesman said to a customer, “Now right over here 
I’ve got something you really should see.” 
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Warehouse? 


(3) Buying in truckloads, as Langlois does, there 
is no extra drayage cost in delivering to the store. 
In fact, with all merchandise moving in and out of 
one place, extra handlings are eliminated. 


(4) When every piece sold is used as a display 
piece for a short time, Langlois’ employees get a 
chance to polish and clean up every one, with a re- 
sulting good impression when it is delivered. 


(S) Warehousing right on the sales floor forces 
smart buying habits and insures that the first items 
into inventory are the first items out. The “dogs” 
don’t accumulate. 


(6) Langlois’ freight companies have a 15-day 


claim limit for damages. Unpacking and displaying 
every piece starts action toward possible damage 


By KEN WARNER 


claim well within the time limits of this period. 


(7) Langlois’ store is big enough to handle all 
the inventory he should carry. 


(8) Where unavoidable—say, with end-of-season 
air conditioners—some “informal” storage space is 
always available in the family garage or basement. 


(9) A store full of merchandise is a good mer- 
chandising idea all by itself. Customers are sure that 
Langlois’ is really in the appliance business when 
they see, for example, 85 pieces of laundry equipment 
on display in one room. 


(10) Keying his buying to store capacity, and to 
saleability, helps keep Langlois’ turnover high. 


How Does Langlois Do It? 


This Utopia of cost reduction requires certain 
special conditions to make it possible. The most ap- 
parent necessity is that Langlois must have a store 
big enough to handle a realistic inventory. Sources 
must be close at hand so as to get quick deliveries. 
And the store must generate enough business to be 
important to suppliers so that there is no cost penalty 
in buying by truckload rather than in cars. 

All these conditions are easily met by Langlois’ 
operation. 

To make the system work requires a firm hand 
and the ability to say no. Whether it’s in buying or 
in selling, Langlois consistently turns down deals 
that are only potentially profitable. 

The other working tool is advertising. Langlois 
buys 100 radio spots a month, runs a full-page-less- 
one-column (a smart ad buy, incidentally) every 
Friday ; 60-80 line ads in the middle of every week. 
He keeps slugging away all the time. “I buy my 
merchandise on a year-round basis,” he says, “‘So I 
figure I should advertise that way, too. It works.” 

In fiercely competitive Muskegon, every deal is a 
negotiated one. Langlois has, however, succeeded in 
eliminating direct price comparisons by concentrat- 
ing on just one line—Westinghouse—and getting 
big enough with that single supplier to hang on to 
exclusivity. This is, of course, an enviable position. 
But it doesn’t explain everything. His offering still 
has to come close to competitive prices, even though 
he’s never caught in the crossfire developed on a 
specific model by a skilled customer and a hungry 
competitor. 

Eliminating warehouses has given Langlois more 
than a rent-and-handling saving. Coupled to his 
other business techniques, in advertising and in the 
buying-and-selling skills, his new habit of keeping 
all his merchandise under one roof has made Bill 
Langlois more turnover-conscious. The result is a 
better business—and with “less fuss,” says Langlois, 
grinning. End 
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Frigidaire leads with 

all these FROST-PROOF 

sales advantages 

PLUS the First NO-FROST, 

NO DEFROSTING GUARANTEE 
NO DEFROSTING MESS TO CLEAN UP 
NO FROST-LOCKED FOODS 

NO FROST-HIDDEN LABELS 

NO FROST TO STEAL SPACE 

NO FROST TO CUT EFFICIENCY 


Frigidaire leads again 
with full scale national 
Food Freezer Advertising in 


magazines and on network TV! 
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Frigidaire announces 


FROST- PROOF 


First, Frigidaire brought you ‘‘Freesing Without Frosting’ in FROST-PROOF Refrigerator-Freezers! 


NOW FRIGIDAIRE BREAKS THE FINAL 


FROST-PROOF 





in 





FOOD FREEZERS! 








Now, Frigidaire Brings You The Amazing Frost-Proot 
Principle in Full-Size Home Freezers! 


TS HOT AUTOMATIC DEFROSTING, GUT HO FROST AT Ali! 
nitly flowing, sub-zero aur whisks * heat and mor 
ture f the whole storage area, so frost can't form! No 
bothersome frost od poeuigel: peut on eats No 
r yu to defrost ever! Comtunwous safety for foods 


(0 FROST TO STEAL SPACE. You ect al! usable storage co 
ut efhorency FROST PROOF freezing + 





EF CEE OE <a Frigutaire FROST. PROOF 
Refrigerator Freezer or fabulous new Food Freezer 


GUARANTEED WO FROST - NO DEFROSTING 


Ash your Frigidawre Dealer about th 
FROST PROOF Food Freerer GUARANTEE 


FRI GIDAIRE . 





FREEZING 
FROST-LOCKED FOODS! 


eo ll feel like a ach n 
Frost can") buckd wp. can’! freeze pace 





ADVANCED APPLIANCES DESIGNED WITH YOU 


Here’s a taste of the all-out 
consumer advertising campaign on 


Frigidaire FROST-PROOF Freezers! 





FRIGIDAIRE ADVANCED APPLIANCES ...DESIGNED WITH YOU IN MIND! 


FRIGIDAIRE DIVISION OF GENERAL MOTORS CORPORATION 
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FROST BARRIER! 
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0 frost! 












© Freeze leftovers, like stew. turkey, cake, enjoy them weeks later 
é nod @ Have fun freezing your own fruits and vegetables, fish and game. too 
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AND LOOK! 


The exclusive FROST-PROOF 


guarantee also applies to all four 


+ ee me 


po ree ee ee a me 














FRIGIDAIRE FROST-PROOF Cini cmnectati. Sons scans saan ve ara on es 

REFRIGERATOR-FREEZERS! core ere een eeeeeenrenad 
I} “atoms 

Model Model Model Model 

FP-142-59 FP-130-59 FPD-130-59 FP-124-59 
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If you want to make a sale... 





..thereS nothing so powerful as an idea 


Better Homes and Gardens makes more sales because it gives people more buying ideas 


ry. 

| he 15'. million family members who enjoy Better — interests that covers—at home, and away from home, too! 
Homes and Gardens each month (including husbands as More and more advertisers are discovering the tremen- 
well as wives) are thirsty for ideas about living better and = dous sales power of BH&G’s brand of what-to-do and 


how to go about it. And that’s exactly what they find in where-to-get-it ideas. Want proof? See your Better Homes 
their favorite idea magazine and Gardens representative! Mere- 
dith of Des Moines...America’s biggest 
publisher of ideas for today’s 
living and tomorrow’s plans 


Every single page of Better Homes 
and Gardens is devoted to family ser- 
vice. And what a wide, wide world of 


During the year !/3 of America reads ... the family idea magazine 





NOW OVER 4,700,000 COPIES MONTHLY 
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There are over 50 models of current 17-inch portables in the window 





of S.0.S. TV & Appliance Co. of El Paso, and every one of them will 
eventually go out to one of the stores more than 250 rental customers. 
Emphasis on current models is only one of the firm’s 


Ix Rules For Making Money On TV Rentals 


ONCENTRATION on rentals pro- 
duces sales for S.0.S. TV & Appli- 
ance Co. in El] Paso. 

Even though the store would be content 
with the profit it makes on renting any- 
where from 250 to 400 sets at a time, 
owners Joseph and Louis Ayoub and Jim- 
my and Yazbik Dow have found that their 
rental business also pays a substantial div- 
idends in sales—about 80 percent of set 
sales at 8.0.S. result from the rental pro- 
gram. 

A rental program this big and this suc- 
cessful takes careful planning. 

Here are the six keys to S.O.S’s rental 
operation: 


1. Rent Only Current Models. S.O.S. 
has found that an old set invites careless 
handling by the renter but that a new set 
receives exceptional treatment. In addi- 
tion, renters who are pleased with the set 
fee] no hesitation about buying it because 
they knew the set was new when they be- 
gan using it. Besides getting a new set, 
the renter gets his choice of brands, a 
move which also makes it easy to convert 
rentals into sales. 


2. Cut Paperwork. No deposits, ref- 
erences or credit checks are asked of the 


identification, can have the set upon pay- 
ment of a week’s ($5) or a month’s ($15) 
rent. The store will deliver the set and 
make sure that it performs satisfactorily. 


3. Service the Set. The policy of rent- 
ing only new sets cuts down on service 
calls but even so S.O.S. has three radio- 
dispatched trucks assigned to rental serv- 
ice. The servicemen not only pick up and 
deliver sets but handle collections. At 
S.0.S., volume is the key to economical 
service. Joe Ayoub admits that without 
a heavy regular customer service volume 
the store would be unable to absorb the 
cost of servicing rentals. 


4. Retire the Rental Promptly. Rent- 
als sets are pulled back in before they 
are a year old. By that time the set will 
have been rented for about six months 
and have earned $90 to $100. Providing 
that it has not been abused, it can be 
checked out in the service department 
and resold as a used—but still current 
model—set for $120. There is still some 
time left on the one year picture tube 
guarantee and the firm adds a 30 day un- 
conditional service guarantee. If the set 
has been badly treated it is sold at $65 to 
$85. There’s a waiting market for these 
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cannot be sold as current models. 


5. Soft Sell Conversions. “We don’t 
try to sell our renters; we let them buy,” 
says Ayoub. “Using rentals to attract cus- 
tomers in order to have prospects just 
won’t work.” All rentals at 8.0.8. are 17- 
inch portables. If the customer wants to 
buy the set he has been renting, he gets 
credit for two month’s rental (or $30 
Thus, on a $199 set out for three months, 
the customer would have paid $45 in rental, 
and would owe a balance of $169 afte: 
credit for two month’s rental fees. The 
customer is asked to pay 10 percent of this 
balance and the set is placed on contract 
If the customer wants to buy a console 
instead of the portable he has been renting, 
he can apply only $10 of the rental on the 
purchase of another set. 


6. Know Who Rents TV. Don't as- 
sume that people rent only because they 
can’t afford to buy. S.O.S. has found that 
90 percent of renters are good credit risks. 
Instead, these people rent because (1 
they’ve just moved to town and their old 
set hasn't arrived yet; (2) they’re skepti- 
cal about TV and want to try a set out 
before they buy; or (3) they believe it’s 
a cheaper proposition to rent than to buy 


rental customer. He is asked simply how retired rentals and they are disposed of since service on a rental is 5.0.5.’s respon 
long he wants the set and, after producing much more easily than trade-ins which sibility End 
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Whatever you sell... 


Lightens 
your work 


Bright ey. ee iil ||| | le 

) reine FAG == Here BY) | HARDWARE 
- Wid anang ' fi ty " | 

ail arent _— — ha) idl] STORES 




















Lightens 
your work 


Stainless Brightens 
Stoel your leisure 


Widens 
your world 


JEWELRY 
STORES 





Lightens 


. we work 
DEPARTMENT ee 
OR VARIETY Widens 





your world 


STORES 
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You ll sell more with 


STEELMARK 


The STEELMARK is a bright new selling symbol created by 





) inne: 963 million consumer impressions a year — an average of 80 million 
United States Steel to identify products made of steel. It is the 


focal point of a major national promotion that is creating an every month — are building STEELMARK’S sales impact for you! 

ever-increasing awareness of and preference for products made Stele 
; In Life, with 32,000,000 readers 

of steel. Consumers are learning that steel products help 

lighten their work ... brighten their leisure . . . widen their world. In The Saturday Evening Post, with 21,000,000 readers 

They'll be looking for the STEELMARK when they shop in your 


store ... make sure it’s in sight! 


On the U.S. Stee/ Hour, with 22,000,000 viewers. CBS-TV, 
10 p.m. EST every other Wednesday. 





Lightens 
your work 


Brightens 
your leisure 


Widens 
your world 
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PRES 
SELLING KIT! 


Your free STEELMARK Tie-In Display 


Kit—including easy-to-assemble mobile 


Send for your free tie-in kit today! 


STEELMARK PROGRAM EM 
United States Steel 
Pittsburgh 30, Pa. 


adaptable to any type outlet, tags and 
labels, ‘‘How to Sell”’ booklet and Sales 


Plan Folder—is ready for you now. No 
Please send me my FREE STEELMARK Display Kit. | would like to put these U.S. Steel selling aids 


’ matter what your type of retail outlet to work for me. 


. what types of steel products or 





what brands you sell... these selling Name. 
tools are bound to boost profits for you. Firm 
Contact your local newspapers, too, for 
' Address 
ready-to-use ad mats that let you incor- 
porate the STEELMARK in your own ae Zone State 
local advertising. (is8) 
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By JOHN A. RICHARDS 


, 


Practical and imaginative kitchen kit is dem- 
onstrated for Frank Berg, right, president, 
Berg & Brown by Consolidated Edison’s Ed- 
ward L. McCaffery. 


PAGE 50 


DISHWASHER-SINK 
CENTER 


How to Sell a Kitchen 
...a Slice At a Time 


Con Edison, the big New York 


customers how they can buy 


ERE’S how Con Edison has devel- 

oped a new approach to kitchens: 

@ The kitchen has been split in- 

to four major “appliance centers”. They 

are cooking, laundry, refrigerator-freezer 
and dishwasher-sink. 

@ Con Edison is telling consumers that 
kitchen all at 
“center” at a time. 
Con Edison did the pioneering work on 


they can either buy a new 
once or buy it a 


this new approach to kitchen moderniza- 
tion in its own kitchen planning centers. 
Once the plan was developed, however, 
the utility moved quickly to bring the deal- 
er into the picture. 

To sell consumers on this new approach 
Con Edison produced a handsome “kitch- 
en centers” booklet and designed a kitch- 
en planning kit for distribution to home- 
owners. 

One-hundred thousand copies of the 
kitchen booklet then were made available 
Model kits were 
available in unlimited quantities to deal- 


to dealers at no charge. 
ers at a cost of 50 cents each. 

About 500 dealers 
and 


manufacturer 
representatives heard 
about the kitchen program late last 
March. Con Ed kicked off its program with 
a double-page New York 
Herald Kitchen Modernizing 
section the first week of April. Some 150,- 
000 of this section were mailed to supple- 
ment the regular Sunday run. The pro- 


and 
distributor 


spread in the 
Tribune's 


JUNE, 


utility spends $200,000 to show 


7 


a new kitchen piece by piece 


gram was also plastered on 140 billboards, 
6,500 car cards, 225 truck posters, and ra- 
dio and TV spots provided additiona! ex- 
posure support. 

From April 8 through 18, nine other ma- 
jor metropolitan dailies carried ads on 
the program. Through the same period 37 
newspapers pinpointed the coverage. 

Starting April 20 the first kitchen ap- 
pliance promotion 
this new 
dishwasher 
on its behalf. 

June inaugurates a program on the next 
appliances under the modernization um- 
brella—refrigerators and freezers. In Oc- 
tober and November dryers will follow. 

J. C. Murtha, general manager, sales 
promotion, reports Con Edison originally 
expected to use up 100,000 of its free book- 
let within six months. In only two weeks 
378 dealers gobbled up 122,000 moderniza- 
tion booklets, bought 4500 scale mode! kits. 

In addition, Con Edison sold 3000 kits to 
customers, by mail and through its offices. 
And 6200 customers forwarded an ad 
coupon requesting the brochure as a re- 


inder 
program—the 
had the same media working 


encompassed 
modernization 


sult of a single ad in each of nine metro- 
politan dailies. Banks have asked for 35,- 
000 booklets for mortgage customers. 

“Tt looks as though we’ve got a popular 
program going,” says Murtha. “It has good 
customer appeal. What’s more it has ex- 
End 


cellent dealer appeal as well.”’ 
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EVER TOLD! 


THE GREATEST 


A) Whinkpoot 


AUTOMATIC WASHERS AND DRYERS 





NEW...ALL NEW 


es @lom s's-ial-le 


a big 9-lb. load 


Here's the one you can really advertise. Its terrific price and 
features will bring prospects into your store to buy! Look at 
the value packed into this space-saving, fully-automatic 
washer. It is beautifully styled and has Lifecoat enamel finish 

exclusive Surgilator* agitator washing action thorough 
power-spray and agitated deep rinsing Free-Flow* drain- 
ing 1utomatic filling to correct level regardless of water 
pressure delicate fabric guide and self-leveling legs 


Truly, an excellent buy! 
*Tmks 


Exclusive Surgilator 
washing action 


One-dial washing Ideal where 
space is a premium 








aes Join up/.../ts easier to se 


NEW...ALL NEW 


FA-15 Washer 


©) wash-rinse temps 





Now ... look at this 24”-wide, space-saving, 
fully-automatic washer! It has more quality 
and convenience features per inch than any 
other brand. Step-up features include easy- 
to-set, illuminated, Guide-Lite* control cen- 
ter . . . lint-free washing on partial and full 
loads . . . 2-cycle, ‘‘tailored’’ washing for 
regular and delicate fabrics 5 automatic 
wash-rinse temperatures, including cold 
water wash and rinse . . . and automatic 


spin stop when loading door is opened during 
Normal and Delicate 


‘ spin cycle. Yes . . . this washer has the high- 
washing cycles 


est quality and most-wanted conveniences 


in the smallest possible space 
Tmk 


Lint-free washing 


5 wash-rinse temp - 
automatic selections 





than sell against it! here are the 10-/b. models — 


NEW...ALL NEW 


FA-41 Washer 


the lowest-priced 


The low, low price and big quality features you can 


idvertise on this giant-capacity, fully-automati 
washer will create the store traffic you want. It 


has the new “Squared Silhouette” with full-width 


console and Lifecoat enamel finish automatic 
filling to correct level regardless of water pressure 

selection of HOT or WARM water 
correct combination of power 
Free-Flow 


automat 
temperature 
spray and agitated deep rinsing 
}-point vibration-free suspension 


saving Suds-Miser optional 


draining 


and money 


Surgilator 
washing action 


Sey + 
Lid 
Timer for . 4 
regular and ol 


delicate fabrics ; 
Two automatic 


wash temp 
selections 


) Join up!/...its easier to se// Re) Whirlpool 











NEW...ALL NEW 


FA-50 Washer 


Look how much more value, at slight addi- 
tional cost, you can offer your prospect with 
this fully-automatic washer. It has all the 
features of the FA-41 plus ...a beautiful, 
fully-illuminated, high-console style control 
panel in smart gold and white, framed in 
chrome . . . efficient 2-cycle washing, one for 
regular fabrics and the other for delicates 

. built-in lint filter that works ‘‘full time”’ 
on partial and full loads. . . 5 automatic wash- 


Normal and Delicate rinse temperatures, including cold water wash 


washing cycles and rinse and automatic spin stop. 


yaaa 


re 


Lint-free washing 5 wash-rinse -_- 


temp selections 





than sell against it! two more step-ups —> 





NEW...ALL NEW 


ol OM As-lal-ie 


biggest value 


Then, for very little more, you can offer 


in addition to the features of the FA-50 


the versatility of this 2-speed, 2-cycle 
washer! In the NORMAL action for all regu- 


lar fabrics, the brisk action of the agitator 
it high speed removes even the most stub- 

born soil. In the GENTLE action, the 

speed for the washing action 

2-speed, 2-cycle washing and damp-dry spin, safely yet thoroughly 
washes all delicates, sheers and synthetics 

Truly, the FA-60 is the bi 


»-speed, 2-cycle washers! 


fou 


deep rinsing 


ggest value in 


Lint-free washing 


5 wash-rinse 
temp selections 


Join up!...its easier to sell RA) W 











IMPERIAL 


FA-90 Washer 


-speed, 3-cycle 


Few prospects can resist the extra value and 

convenience of the RCA WHIRLPOOL Imperial 

model. Show these additional features and 

she’ll buy . .. the extra third cycle for 
ae wrinkle-free washing of those increasingly- 
a" popular wash ’n wear garments . . . the flex- 
ibility of automatic selection of 6 wash and 2 
rinse temperatures ... the durable porcelain 
enamel top . . . the beautiful, illuminated, 
easy-to-set control panel. Then, tell her 
she has a choice of all-porcelain finish or 
decorator colors. 


Lint-free washing 


wash water selector 





than sel/ against it! here’s today’s very best 





and, for housewives who 





than sell against it! / 





want the very best...show them the 


no figuring...no fumbling...no forgetting! 


This is the amazing washer that not only washes 
automatically but even selects the correct setting 
automatically. Never in history has washing been 
so efficient, so simple. Just pressing a button and 
turning the dial sets in motion the action that 
selects the exact wash water temperature, the 
correct washing speed, precise washing time, proper 
rinse water temperature, correct rinsing action, 
and the proper spin speed to custom wash any fab- 
ric . . . even wrinkle-free washing of wash ’n wears. 

Its exclusive Surgilator agitator action washes 
clothes cleaner yet gentler . . . soap and water- 


thrifty Suds-Miser, the automatic suds return 
system, saves on hot water and detergent . . . the 
full-time, built-in lint filter works on full or partial 
loads to assure lint-free washing . . . the built-in 
rinse conditioner dispenser injects the softening 
agent at the precise moment all automatically. 

It is a fact that no other washer has such com- 
plete flexibility and such built-in custom-washing 
ability. And remember, this self-setting washer is 
available in all-porcelain enamel or in decorator 
colors to blend with any decor and be at home 
in any home! 





and, a complete line of dryers —>} 





FEATURING THE SAFEST, GENTLEST, 





FD-60 or FD-65, FD-66 
2 separate cycles NORMAL and WASH ’N WEAR... 


wrinkle-free drying of wash ’n wears. . . infinite heat selec- 





tion with 5 marked settings including AIR .. . interior light 
and ultra-violet lamp. Available in gas or electric 


FD-40 or FD-45 


empered-Heat drying, safe for any fabric infinite heat 
election witt } marked ettings Electric models available 


115-V., or 230-V. operation. Gas models also available 





KNOWN TODAY! 


FD-91 or FD-96 


8 automatic cycles to fit every fabric need. A single setting 
automatically assures softer, fluffier drying of regulars, special 
care for sheers and wash ’n wears. Super-Speed drying in 
gas models. Electric models also available 


FD-90 or FD-95 


3 completely automatic cycles REGULAR, DELICATE, 
and WASH ’N WEAR ... automatic temperature selection 
when cycle is set ...dryer shuts itself off at ‘““dry enough’”’. . 
porcelain top...and decorator colors. Available in gas 


or electric. and look. oe 





you CAN 


WITH EVERY NEW Re) Whinlpoot 


HOME APPLIANCE 


ae doin upl...it's easier to sell eA) Whirlpool 





WASHER-DRYER 
COMBINATION 


with biggest capacity 


The big 29” diameter drum of the RCA WHIRLPOOL gives you a 





full 10-lb. washer, full 10-lb. dryer in one 33”-wide unit. 
Clothes circulate freely to provide cleaner washing . . . softer, 
fluffer drying. And ... with all its advantages of better wash- 
ing and drying, the RCA WHIRLPOOL saves 15,600 gallons of 
water a year over competitive models in washing and drying a 
10-lb. load. Don’t settle for less! See your RCA WHIRLPOOL 


distributor and start selling more, making more ae 


Biggest 
capacity drum 


Exclusive 
Filter-Stream* System 





than se// against It! ~ now...for summer's best sellers —> 





NEW...ALL NEW 


ee ROM at -daglel-1a-tcols 


10 cu. ft. refrigerator 





The perfect refrigerator for prospects who want 
true family-size storage capacity, yet have limited 
budgets and floor space. It’s only 26” wide and 
fits tightly against wall or cabinets, because the 
flush-hinge door opens within cabinet width. And, 
watch the “buy reaction’” when you demonstrate 
the new door with a ‘‘million magnets’’ sealed in 
the Vinyl gasket cold is sealed in without 
latches. All this plus 60-lb. frozen food storage 
capacity, full-width crisper, built-in egg racks, 


butter keeper and more 


Exclusive new 
million-magnet’’ door 


Trim-fitting 
flush-hinges 


7 oin upl...it's easier to sel/ RA) Whirlpool 








NEW...ALL NEW 


ol Ores lt AVA ol -1- 4-1 


“million-magnet” door 


Here’s “10.5 cu. ft. of freezer sales dynamite’, 
and just when you need it most at the peak 
of the season. It’s got everything exclusive 
new ‘“million-magnet” door with flush hinges; 
extra-deep door shelves; four prime freezing 
surfaces plus open-grid shelves provide super 
fast freezing; exclusive Tite-Seal* construction; 
new type Fiberglas insulation fits more snugly, 
never creeps to leave troublesome voids. And, 
Trim-fitting it’s low priced to build traffic. Don’t miss out 
flush-hinges on this great merchandiser! 


Extra-deep 
door shelves 


Exclusive new 
"million-magnet”’ 
door 





than sell against it! and here’s more sales excitement —> 


PORTABLE 
UN ES ai 





...more capacity 


Here the roll-away dishwasher with greater capacity 
than any other portable. In fact, it has larger ca 
pacity than most built-ins. It holds 12 NEMA place 
settings plus 40 pieces of silver. Exclusive self-cleaning 
Filter-Stream* washing system eliminates scraping 
and pre-rinsing Random-Loading” makes loading 
is dishes can be intermingled in almost any 
anner for maximum capacity. Sell its big capacity 


yacity profit 
tprac pro ‘Tm 


Exclusive, 
self-cleaning ; 
Filter-Stream _ No plumbing 
installation needed 


Join upl...it’s easier to sell Re) Whinlpoolt 





NEW...ALL NEW 


E-484 Range 


top value in a 40” 





Every potential customer will recognize in this 
beautifully-styled range, with ultra-modern illumi- 
nated mantel, all the automatic features she’s always 
wanted at a price she will like: Thermostatic sur- 
face unit Balanced-Heat oven with interior light 

built-in Bar-B-Kewer" . automatic rotis 

serie . . . exclusive Ka-Bob* and Roto-Baste* (op- 

tional)... Radiant-Heat broiler new, thin Jetube 

elements and many other extras. Like every other 

eo RCA WHIRLPOOL range, this can be a real sales closer 
noite ead and profit maker for you 


Tmks 


Clock-controlled 
oven 


Automatic 
rotisserie 





than se// against it! / cash in on these GAS appliances, too a 


NEW...ALL NEW 


G-321 Range 





MOKC! 
WOrk 
gh mantel 


profitable volume 


Big, matchless 
Balanced-Heat oven 


Electric clock 


and timer 


Thermostatically- 
controlled burner 


Join upl...it’s easier to sell Re) Whinlpool 





to open new markets 


Cash in and get your share of the expanding gas 
refrigeration market. In the RCA WHIRLPOOL you have 
an exclusive product with powerful sales features 
unmatched by any other make. No other manu- 
facturer has ICEMAGIC" that makes and stores ice 
cubes for instant use . . . absolutely-silent, vibration- 
free operation ... and a 10-year refrigeration system 
warranty that’s the strongest in the industry. Here’s 
an exclusive product for a big profitable market that 
is pre-sold by strong national promotion. Only with 
an RCA WHIRLPOOL can you capture these new sales 


} 
\p 

} 

‘ - 


& ‘i 10-year guarantee 
' 


Silent operation 


than sell against it! 





ONE-SOURCE SUPPLY 


pliances, both gas and electric appliances, with built-ins and other 


A complete family of matched ap- 


specialty items one name, one line, one distributor 


SOLID SUPPLY LINES 


products at mass 


Production quality to give you quality 
prices; financial capacity to insure stability and 
to protect dealer investments; distributive capacity to give you 


buying economies 


EXCITEMENT IN PRODUCTS 


tures widely recognized; 


Features of honest value; fea- 
something extra to talk about in every 


product line 


ADVANCED ENGINEERING 


you the newest, first; to keep your products always better values 


Extra research capacity to bring 


than your Own competition 


GROWTH POTENTIAL 


nd 


A line that's still growing in length 


stature; and most important, an ever-livelier turnover picture 


RCA WHIRLPOOL Ame first fa y $ + e applian 


@ Woashe ye @ Refrige Freezers @ R 


es 


ges @ Kit 


b 


e 


pr 


Jucts 


abine 


ts, Built-ins & 


REALISTIC PRICING 


trade with one hand, keeps a grasp on the price trade with the 


A line that reaches for the carriage 
other 


your product at your price for your market. 


FORCEFUL ADVERTISING 


nationally and locally 


Advertising that's always noticed 
for Whirlpool uses advertising both ways: 


for long-range volume and for right-now sales. 


PRACTICAL MERCHANDISING 


tical plan for its retail sale. 


For every product, a prac- 


SUPPORT IN ALL SERVICES 


warehousing, home service and field help 


Training, financing, servicing, 
support in all direc- 
tions with flexibility for your market. 


CONCENTRATION ON YOUR BUSINESS 


and only interest is in building appliances and helping you sell them. 


Whirlpool’s first 


MORE TO TELL...MORE TO SELL 


f WHIRLPOOL CORPORATION St. Joseph, Michigan 


Sinks @ Dishwashers & Disposers @ Room Air Conditioners @ Vacuum C 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 











Philco’s $250 “Safari” is first 
cordless, portable TV actually tor sets 
for sale. VP Henry Bowes is 


FRONT LIFTS UP 


TO FORM SHADE 


a 


2" 
PICTURE 
TUBE 


CRYSTAL 
ONE-WAY 
MIRROR 
REFLECTS 
IMAGE FROM 
PICTURE TUBE 
ON TO 
RECTANGULAR 
CURVED 
REFLECTOR 


Projection system enlarges picture from 
2-in. vertical tube to 80 sq. in. on screen 
at back of viewing box shaded by flip-top 
visor. New type 1'%-lb., $5 battery runs 
5 hours, lasts 80. 


Flap on back of leather skin, steel 
cabinet hides ear-piece listening 
jack; 110-volt input; switch for ac, 


battery, charge. 


late summer and 


early fall marketing. ago. 


Transistor T 


Makes Its Bow 


Philco’s “Safari (above) is the first one on the market but 
industry experts are betting that there will soon be others 


TV dealers across the country will be 


selling the battery-powered, 
transistorized portable TV set shown 
above within a matter of weeks. 

Philco distributors got their first look at 
the new set on May 27 in Acapulco. Deal- 
ers will be seeing it within the next week 
or so at distributor showings. And the 
public will be able to buy it this fall. The 
price: $250. 

This commercial availability is the real 
news in Philco’s announcement. Others 
have shown battery-operated portables 
but until this month no manufacturer had 
actually put one on the market. The in- 
dustry’s big question now: how many oth- 
er manufacturers will jump into the act 
now that someone else has taken the 
plunge. 


cordless, 


To this question there is no firm answer 
at this time—but industry gossip has ex- 
tablished a ‘morning line” which groups 
Emerson, Motorola and RCA as the firms 
most likely to introduce portables of their 
own in the near future. G-E and Westing- 
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house are considered possibles. And pro- 
viding a long shot is a Japanese set which 
may be imported soon. 

Here’s what they’ll be up against in Phil- 
co’s “Safari”. The handsomely styled set 
weighs only 15 pounds including battery 
and comes in a plastic and leather case 
which measures 8%%” wide, 165” high 
and 554” deep. Although the set uses a 
two-inch cathode ray tube, the picture is 
optically magnified seven times its origi- 
nal size. Through an optical principle 
called “apparent image”, the small pic- 
ture on the face of the tube is raised in 
value in proportion to the viewer’s own 
normal viewing distance from the set. The 
ideal distance is up to four feet. A hood 
around the screen makes it possible to use 
the set out-of-doors in the sunlight. The 
battery has a five hour life before re- 
charging is needed; this is accomplished 
by plugging the battery into a normal 
household outlet. After a total life of 80 
to 100 hours the battery has to be re- 
placed at a cost of $5. The set also has a 


Lvs”? 


Phileo’s Harris 
now producing 15-lb., 21-transis- Wood and engineering research 
teams started “Safari” 


two years 


line cord for use with alternating current. 
(For full details of the Safari as well as 
other new TV and radio sets in Philco’s 
new line, see details in the New Products 
section of this issue.) 

Henry Bowes 
told newsmen last month that at $250 the 
“Safari” had to be considered a luxury 
item. It was obvious that for Philco, how- 
ever, the set was much more than a luxury. 


Philco vice-president 


It represented a key move in the firm’s 
attempt to maintain the momentum creat- 
ed last year with its introduction of the 
then radically-new Predicta line. The 
Predicta sets built considerable floor traf- . 
fic for dealers and produced enormous 
publicity for Philco. Quite obviously the 
company was betting that the “Safari” 
could turn the trick again this year. It 
will, of course, be some weeks before any- 
one is certain on that score. 

In the meantime, however, no one 
seemed to have any doubt that the new 
portable had already succeeded in creat- 
ing quite a commotion among other set 
makers. Whether other manufacturers will 
market portables as a result of Philco’s 
action is a question which may be an- 
swered this month at the Markets in Chi- 
cago and the Music Show in New York. End 





He swapped stoves 
for vegetables ...and built 
a business in millions 


How—even in tough times—a 
special knack for selling keeps 
Tappan on the rise 


“One basket of beans, six bushels of corn, three 
pounds of cornmeal...” 


Seventy-eight years ago the late W. J. Tappan sold his 
cast-iron cooking ranges the best way he could — 
often by barter. With his inventory packed into a 
wagon, he made the rounds of the Ohio River Valley 
swapping his stoves for fresh vegetables, plus whatever 


cash the thrifty farmers’ wives would scrape together. 


From this humble start, the. Tappan Company has 


grown into the largest independent manufacturer of gas 
ind electric ranges for the home. 


‘Tappan has 


grown by inventing and marketing better 


products. It developed the more conven AAA 


ient, divided cooking top, the “see-through” 


oven door and the chrome-lined oven, 





which made cooking easier and got better 
results. More recently, Tappan brought 
out its “Fabulous 400” which it called “the 
first new step in range designing in 
years.” This space-saving range hangs 
from the wall or sits on a cabinet, the 
oven is at eye kk vel and the burners recess 
like drawers. 


Tappan’s search for better methods ex- 


tended to its advertising, too. As a result, it succeeded— 
in the middle of a prolonged recession for the rest of 


its industry — in setting new sales records. 


How Tappan tapped the world’s largest selling force 


As much as two years ago, the appliance industry had 
slowed down drastically. People were in no mood to buy. 
And dealer enthusiasm, the very bloodstream of the 
appliance business, was drying up. 


Sensing the buyer resistance ahead, Tappan asked its 
agency, Ketchum, MacLeod & Grove, to re-examine and 
strengthen its advertising program. 


The advertising agency made one addition to the 
schedule. For the first time, it used the Reader’s Digest 
—making the Digest the base of Tappan’s 

national advertising. 

Even before the advertising appeared, 
the Tappan sales force—a realistic, experi- 
enced staff that works solely on commission 
— responded enthusiastically and spon- 
taneously. They expected great support 
from a magazine with the readership 
and faith of 35,000,000 people. 

After Tappan offered its “Fabulous 400” 
and Gold Ribbon Ranges in the September 
Digest, this optimism proved more than 
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justified. Seasoned dealers — who handled the products 
of many companies — sensed a boom-in-the-making. 


President W. R. “Dick” Tappan tells what followed: 


“The Digest advertising in our new marketing program 
sto be the ingredient that touched off a new sales climb. 

The Digest was the only magazine we used in September. 
Orders from dealers speeded up after that . . . and dealers 
entioned the advertising in their orders. By the end 

157, our range sales hit an all-time record high... while 


s were generally down 10%.” 





€ 


The sales rise that followed Tappan’s advertising in 
Reader’s Digest was no coincidence —as 1958 showed. 
Last year, after experiencing the pulling power of the 
magazine, Tappan increased the frequency of its Digest 
advertising. By year-end, while the industry continued 
down 9°, Tappan sales shot up another 20°/! 

The Digest contributed four unique advantages to 
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Tappan’s remarkable saies rise. Companies in many in- 
dustries are taking advantage of the same four benefits. 
1) The largest proven audience that can be bought any- 
where. It is larger than any other magazine; larger than any 
newspaper or newspaper supplements; larger than the average 
nighttime network television program. 

2) The largest quality audience that ean be found. The Digest 
has more readers in every income, occupational, or interest grout 
than any other magazine. And the higher the income group, the 
greater the Digest’s share of the reading audience 

3) Discrimination in the advertising accepted. The Digest 
alone of major advertising media accepts no alcoholic beverages, 
no cigarettes or tobacco, and no patent medicines. It accepts only 
advertising that meets the highest standards of reliability. 

i) Belief in what the magazine publishes. People have faith 
in Reader’s Digest, in its editorial and advertising columns alike. 


In Reader’s Digest, you reach the best part of America 

intelligent, prosperous families whose enthusiasm for 
a product can insure its success. And you can do it 
economically and effectively. 


People have faith in 


JReaders Dige st 


Largest magazine circulation in the U. S. 
Over 11,750,000 copies bought monthly. 
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OTHERS SELL 
VENTILATION... 


Combine the quality features of Trade-Wind Space Saver Hoods and the 
result is GREATER COMFORT for the customer 


This new line of Trade-Wind Ventilating Hoods gives the customer: 


+ « « Quiet, powerful ventilation that tops everything on the 
market. 


« . . Cabinet space entirely free for storage. 


. « - A new style trend in hood design which is highlighted 
by the custom look of Trade-Wind craftsmanship. 


All this means greater comfort and satisfaction for the user. 


Trade Wiel C Leleryfares, Soc. 


DIVISION OF ROBBINS & MYERS, INC. 


7755 PARAMOUNT PLACE, DEPT. PICO RIVERA, CALIFORNIA 
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BANK CREDIT PLANS 


company features the charge 
plan. This charge plan has been 
a major factor in stabilizing the 
appliance-TV service business 
in the area. 

In the Fresno area much the 
same thing has happened with 
Bank of America system. One 
large servicing dealer in Fresno 
has so much on this card that 
he has upped his charges four 
percent to take care of the bank 
discount. (Beware of having two 
price schedules, however. Most 
bank plans will drop a dealer if 
he passes on the credit charge 
to the consumer). 

However, some banks seem to 
be taking a long second look at 
this service business. When an 
Anniston National Bank card is 
used to pay for TV service the 
transaction reverts to recourse. 
The Florida National Bank will 
not extend membership to any 
dealer to whom service accounts 
for 25 per cent or more of total 
volume. It seems possible that 
similar restrictions may be em- 
ployed by other banks when 
they experience difficulty in at- 
tempting to collecton service 
charges. 

Charge Plans: Con. To most 
dealers, there are two big objec- 
tions to charge account credit: 

e it costs too much 

@ the dealer loses contact 
with the customer 

There are two aspects to the 
complaint that charge account 
credit costs too much. First, in 
competitive metropolitan mar- 
kets, dealers are already work- 
ing on such close margins that 
they can’t afford to let the bank 
discount their sales by six per- 
cent. 

Second, the large dealer who 
is well-equipped to handle cred- 
it himself or who has good 
credit arrangements stands to 
lose not only the discount but 
also the rebate he has been get- 
ting on the paper. In a more or 
less typical case a dealer selling 
a $300 TV set on a charge ac- 
count would get only $282. In 
addition, he would lose the 10 
percent of the finance charge, 
for instance, which has been re- 
bated to him by his bank or 
credit company or other incen- 
tive deals offered him by com- 
peting finance sources. That 
would amount to $6.60 on a 24 
month contract, and thus the 
dealer would be out of pocket 
$24.60. 
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Less tangible but perhaps 
more widespread is the dealer 
feeling that the loss of contact 
with the credit customers 
throughout the payout period is 
a damaging blow. Many stores 
have established techniques for 
adding on purchases once a cer- 
tain portion of a conditional 
sales contract has been paid 
back. Almost all dealers hate to 
see the banks take over their 
credit lists since the banks so- 
licit these accounts for all types 
of additional services—and for 
financing of other items not car- 
ried by the appliance dealer. 
In the past, some dealers have 
either farmed out their accounts 
to several banks or channeled 
them through a sales credit com- 
pany to prevent the banks from 
using these lists for their own 
promotional purposes. 

Dealers also point out that 
credit terms have always pro- 
vided a sharp selling weapon 
and that they are deprived of 
this tool when the customer ar- 
ranges his own credit. 

Still another dealer objection 
to the plans arises when a cus- 
tomer attempts to use the card 
as a club to get a better price. 
Already retailers report in- 
stances in which the customer 
has promised to pay cash in- 
stead of using the charge card 
“if you'll give me the six percent 
you would have to pay the 
bank.” 

Finally, dealers complain that 
charge account credit is not tail- 
ored to big ticket purchases. On 
this score they get basic agree- 
ment from the bankers. The fact 
that the entire loan must be re- 
paid in three to six months re- 
sults in extremely large monthly 
payments. But bankers reply 
that charge account credit was 
not intended for big ticket 
items. 


Check Credit: Pro and Con 

Check Credit: Pro. This credit, 
on the other hand, is particular- 
ly well suited for big ticket pur- 
chases. Longer repayment peri- 
ods make smaller monthly in- 
stallments possible. 

Dealers also like the fact that 
they get the whole price for a 
sale made in this fashion. The 
only pitfall they must avoid is 
the “bad” check hazard and cau- 
tion used with any personal 
check should minimize this 
problem. 

Continued on page 78 











SALES PLANNING: Wesley Olson, Jr., Mickey O'Brien, Olson and J. T. (Talley) Joiner, Lighting Manager of 
Graybar Orlando Appliance Sales Manager, John W Graybar Orlando, get together on an extensive pro- 
Gibson, Manager of Olson Hardware, Carl W. (Pop) motion plan to sell lighting fixtures 


“Working with Graybar 
simplified our 


business expansion” 


eeceeccecececeseeeeeee (right), discusses selling points of Sunbeam appliances with Mickey 


Says: Wesley Olson, i... Vice President, O'Brien, Graybar Orlando Appliance Sales Manager. 
OLSON ELECTRIC & HARDWARE CO., 
Daytona Beach, Florida 


ADVICE ON APPLIANCES: John Gibson, Manager of Olson Hardware 


Olson Electric & Hardware Co. dates its beginnings 
way back to the days when its founder, Carl W. 
(Pop) Olson found it difficult to sell a convenience 
outlet in his wiring jobs because there were so few 
appliances to plug in. Throughout its growth into 
the thriving electrical contracting, appliance and 
hardware business it is today, this company has 
looked to Graybar for electrical supplies. 

“We're just as pleased today with the cooperation of Graybar sales people 
in developing our appliance business as we have been for so many years in 
dealing with them for our contracting requirements,” says Mr. Olson. “One 
of Graybar’s many advantages is that they handle so many lines. You just 
call Graybar and they deliver. What’s more, Graybar men know what sells 

ae CHECKING INVENTORIES: Wesley Olson, Jr. (left) makes a periodic 

and they have a personal interest in our success and continuing growth. check of lighting fixture stocks with J. T. (Tolley) Joiner, Lighting 
If you want to expand in the electrical equipment and appliance field, you'll Manager of Graybar Orlando 
find it pays to do business with Graybar.” 


ia 4 


aay ale aon 


GRAYBAR ELECTRIC COMPANY, 420 LEXINGTON AVENUE, NEW YORK 17, N. Y. + OFFICES IN OVER 130 PRINCIPAL CITIES 
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For General Electric 

















Be 








NEW 


FROST-GUARD 
FREEZER 


with bookshelf convenience! 
The freezer your customers 
never have to defrost! 
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Local promotions 


Through June, July and August, your General Electric 
distributor will be running local freezer promotions 
with big-space newspaper ads. 
it’s your big opportunity to sell more food freezers 
than you’ve ever sold before! 
Tell your prospects where to buy in local ads in 
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JURE, 19359 








dealers only! Your biggest 90 sale days 
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i ¥ OPEN THIS DOOR TO 
' THE ; ‘ 
| ¥ ‘ie NEWEST MOST CONVENIE nr} 
; = i ‘ FREEZER EVER! 
. 


. 
. 
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Frost never forms in the 
new General Electric 
Frost-Guard Freezer. 


General Electric’s most 
spectacular freezer advertising! 


in{W] a4 —the June 1 issue! 


The biggest food freezer advertisement ever to 
run in a national magazine. 


Other SUMMER SPECTACULAR ads — during 
June, July, August, September and October—will 
appear in BETTER HOMES & GARDENS, AMERI- 
CAN HOME, HOUSE & GARDEN, HOUSE BEAUTI- 
FUL, SUCCESSFUL FARMING, PROGRESSIVE 
FARMER, and in 26 state farm journals. 


THERE’S TV, TOO ‘inestiteiiitiaaiaadaias 


In the big summer months, fans of GENERAL &O ELECTRIC 
the top-rated Bob Cummings Show 

will see and hear sales messages about 

the new General Electric Freezer. 


from your General Electric distributor 


newspapers, on radio and TV. Your General Electric Pick up your phone now and call your General 
distributor has ad mats, commercials, display mate- Electric Sales Counselor. 
rials, sales literature and direct mail pieces. 
. Progress /s Our Most Important Product 
You get everything you need to rack up spectacular 8 Ow . 
sales. General Electric Co., Household Refrigerator 


Dept., Appliance Park, Louisville 1, Kentucky. G E N E R A L & E LE CT R l C 
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HERE’S THE DIFFERENCE 
IN REPLACEMENT PARTS 


a 
=o | : 


+ he a Oy - 


FSP SPIN TUBES 


for RCA WHIRLPOOL washers give you 
3 important pluses! 
Look at the difference! Only Factory Specification Part replacement 


Pie rced hole 


») 


pin tubes have l not drilled holes, to eliminate 


) 


urface burrs and wear, up to 25°, more plating to resist mois- 


ture and rust damage, (3) “‘spun-over’ lip on flange to avoid 
loosening, thus eliminating noise and providing proper bearing 
ilignment. There's just no purpose in chancing profit-eating, cus- 
tomer-irritating service call-backs by using substitutes. Always 
pecify and use quality FSP parts which are precision made to the 
ame high quality specifications as the original part. See your 


RCA WHIRLPOOL distributor or authorized A.P.J.A. parts jobber. 


IT’S BEST TO BUY FSP 


Be sure it’s FSP by looking for the 
FSP mark on the part and on the 
package! FSP packaged parts are 
easier to handle . . 





=— 


. easier to store 
. easier to inventory. And, they 

are protected from dust, dirt and 

damage. It pays to use them! 


Factory Specification Parts for 


ee) Whirlpool APPLIANCES 


meet the toughest specifications in the industry 


Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 


ed by trode owner Re poration of Amer 


BANK CREDIT PLANS 


Check Credit: Con. Dealers 
are afraid that a sudden pocket 
full of “cash” will breed bad 
habits on the part of the con- 
sumer. They’re afraid that 

the customer will bargain 
for a better “cash” price 

the customer will squander 
it on luxuries 

the customer will seek out 
wholesalers and a wave of back- 
door deals could develop. 

But beyond this, some dealers 
are very much afraid that their 
banks will use check credit as a 
means to get out of the install- 
ment credit business. This 
brings sharp denials from many 
banks but there does appear to 
be the possibility that as more 
of the bank’s available money is 
funneled into check credit (or 
charge account credit) less will 
be available for conventional in- 
stallment financing. Some big 
city dealers claim they’ve al- 
ready been told by their bankers 
that the bank is using the new 
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credit arrangement as a means 
of easing out of the conditional 
sales contract. 

At the moment this is hardly 
a real or a serious threat. Most 
banks belittle it and the fact of 
the matter is that the competi- 
tive struggle for dealer paper 
being waged by captive finance 
companies puts the retailer very 
much in the driver’s seat as far 
as installment financing is con- 
cerned. It’s of little interest to a 
dealer that bank financing isn’t 
available if he is being offered 
better deals by the acceptance- 
companies anyway. 

Perhaps a more serious objec- 
tion is the fact that the credit 
plans (check or card) will tend 
to skim off the preferred credit 
risks. Dealers would then be 
forced to “shop” their paper on 
marginal and submarginal ac- 
counts because such paper is 
unprofitable to any financing in- 
stitution unless it also gets the 
dealer’s preferred paper. 


So, What’s Going to Happen? 


Some retail credit executives 
are predicting that the plans 
will “die of their own weight”. 

But bankers don’t think this 
is any threat at all. They think 
the plans are here to stay. But 
some of them are worried about 
certain aspects of the new cred- 
it facilities. 

Perhaps most basic is the fear 
that some banks are going over- 
board in promoting their new 
credit plans. 

“A few years ago we com- 
plained and sneered about the 
advertising being done by per- 
sonal loan companies,” says one 
credit executive. “But there’s 
not much difference between 
that advertising and some being 
done by certain banks today.” 

In addition, some bankers feel 
that they have oversold them- 
selves on the profitability of 
such plans. They concede that 
once a credit customer is added 
to the books of such a plan, 
there are no more “start up 
costs” and no more preliminary 
credit investigations needed. 

Countering this, however, is 
the fact that operating these 
new plans entails new or bigger 
expenses. One credit expert says 
it costs a bank twice as much to 


set up the bookkeeping for one 
of these plans as it does for con- 
installment credit, 
four times as much to handle the 
posting and billing and collec- 
tion, and eight times as much to 
promote it. 


ventional 


The collection problem does 
not appear to have become acute 
as yet. But occasional banks re- 
port a poor bad debt experience 
and many bankers concede that 
they will have to adapt tech- 
niques perfected years ago by 
personal loan companies in col- 
lecting. 

The cost of advertising could 
be the most vital weakness of 
these plans. Heavy and consist- 
ent advertising is regarded as 
absolutely essential in building 
satisfactory volume for either 
the card or check credit plans. 

But even with these difficul- 
ties, most bankers foresee con- 
tinued growth ahead for these 
new credit facilities. 

But there are certain “built- 
in” limitations which may deter- 
mine just how fast and how far 
these plans spread. 

Both card and check credit 
plans are available’ only to 
prime risks. In particular, bank- 
ers see limits on how far they 


Continued on page 80 
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Cash in on this national 
promotion for 





Nautilus 


NO-DUCT HOOD’ 
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Pex. thanks to the fabulous new Nautitus No-Ducr Hoop 
every homemaker can enjoy an odor-and-grease-free kitchen. . 
without the trouble and cost of duct type installations! 


These potent sales aids will help you cash 
in on big demand for the Nautilus Hood! 


Millions of homemakers wil! see the Nautitus No-Ductr Hoo! 


in LirE (June 8 and July 6)...0n the famous “Haggis Baggis’ 
NBC TV network color show...and publicized in leading con 


%& Dramatic Floor Demonstrator! ie 
sumer magazines! 


% Colorful Window Display—Counter Card! 
MAJOR INDUSTRIES, INC. 

505 N. LaSalle St., Chicago 10, Ill. 

PLEASE RUSH ME FULL INFORMATION ON THE FABULOUS NEW NAUTILUS NO-DUCT HOOD! 


% Illustrated Envelope Stuffers! 


% Full-Color Catalog Sheets! 


% Hard-Hitting Newspaper Ad Mats! Position 
Firm —— 
Addcess —_ a = 


fill in this coupon for the full profit story! 


City ; — niente . Zone State 
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“Yellow Pages advertising helped us 
sell over 700 color TV sets last year’ 


says JAMES P. FULFORD, Proprietor 
Fulford’s-Colony Radio & Television, Washington, D. C. 


“We've been advertising in the Yellow Pages for 17 years now 
and it really produces fo, us! We sold over 700 color 


TY sets in the last 2 years and the Classified helped us do it. 


“Another thing | like about the Yellow Pages is this: because 
folks are so brand conscious today, | find it’s good business to 
be listed under the manufacturers’ trade-marks of all the majo 
brands | handle. Phat way. people final me when they re looking 
for a particular brand of merchandise ...or for a factory 


authorized dealer to service the brand they already have. 


“We've built a reputation and we aim to keep it. | think oun 
Yellow Pa res ads can help us do Tals 


Yellow Paves adve rlising can he 


Why not let the Yellow Pages man map out a suitable program 


rood business for YO . loo. 


for vou? ( all youl local Bell telephone business oflice today. 























TELEVISION. 


SALSS & SERVICE 
All Makes Television Sets Repaired. 
MAGNAVOX - GE. - ADMIRAL - MOTOROLA 
AUTO RADIOS 


Cal vomT sgTwonstse 
OAAT 6 Am 7O 6 Pm ReOvSN tarumpaT 


REFRIGERATION SERVICE 
One Feary of Beette Serves, 


COLONY RADIO & TELEVISION CO. 
S4LES | SERVICE 








THIS Y%-PAGE AD (shown reduced) helps 
bring radio and TV customers to Fulford’s- 
Colony. And, it’s been greatly responsible 
for building the Company into one of 
Washington's foremost radio-TV sale and 
service businesses, 





GENERAL ELECTRIC TELEVISION 


“Slim Silhouette Styling’ 
gives bigger picture 


in less cabinet space. New 
G-E Portables slimmer, 
smarter than ever. For new 


ideas in TV keep your eyes 
on G-E. 


“FOR SERVICE CALL” 


DISTRIRUTOR 
GENERAL ELECTRIC APPLIANCES CO— 
3535 V Ne -------------- LAwrnc 6-2620 


Service 3535 V Ne - 
Parts 3535 V Ne 
DEALERS 
FULFORD'S COLONY RADIO & 
TELEVISION CO 
6119GaAvNw TUckrmn 2-4900 


TRADE-MARK LISTINGS. Ever mindful of the 
pulling power of an established trade-mark, 
Fulford’s-Colony ties in with manufacturers’ 
trade-marks (such as Westinghouse, G.E., 
R. C. A.). These, plus listings under 8 
head 


idings, are continually boosting sales 
and service heures, 


-- LAwrnc 66151 
LAwrnc 6-2620 











Nothing builds business like AWHERENESS~—and nothing builds AWHERENESS like the Yellow Pages— 


the buying guide that tells 9 out of 10 people WHERE to finc 


what they want to buy . 


Credit Plans 


STORY STARTS ON PAGE 35 


can extend the check credit. A 
West Coast bank estimates that 
only 10 percent of their ac- 
counts will qualify for such 
credit. One reason for such a 
low figure is that most check 
plans have a minimum monthly 
repayment which is so high that 
it excludes many consumers. 

Assuming then that’ both 
types of plans survive and con- 
tinue to grow, what are the im- 
plications to the dealer? 

(1) Obviously, extensive bank 
credit tends to cut down on the 
quantity of prime risk premium- 
type contracts, with a probable 
increase in costs due to losses, 
and in the necessity for the deal- 
er to shop around to place his 
marginal paper. 

2) Banks with considerable 
money tied up in these new 
plans may be limiting the funds 
available for conventional in- 
stallment contracts. For the 
time being, however, competi- 
tion among acceptance compa- 
nies tends to make this fear 
somewhat academic. 

(8) Bank credit plans make 
the shopper “anybody’s” cus- 
tomer. But this works both ways 
and the dealer may gain as 
many accounts as he loses. 


In addition, charge account 
plans may encourage the dealer 
to diversify his lines, and go for 
traffic potential in relatively 
low-ticket items which he could 
not have financed on open ac- 
count before but which he can 
sell now on a charge plan. 

Finally, as outlined in the 
previous section, there are spe- 
cific advantages to both types 
of plans which tend to balance 
out somewhat the disadvantages 
dealers have been complaining 
about. 

Perhaps the best summary of 
what may happen came from 
ELECTRICAL MERCHANDISING’S 
West Coast editor, Howard Em- 
erson. His conclusion: “Bank 
credit cards will not be easy to 
sell to the majority of appliance 
dealers but these dealers will 
have to come around to the ac- 
ceptance of them. Customers 
will force this situation when 
they become so accustomed to 
charging everything on a bank 
card that they will expect the 
appliance dealer to do it 
We used to laugh five years ago 
when First National of San Jose 
started it. It is no laughing mat- 
ter any more. The publie will 
decide, not the dealers. And the 
public likes the idea.” End 








it’s Market Time 
For the Industry 


From June 15 to 25th in Chicago 
THE SUMMER MARKETS 


From June 21 to 25th in New York 


THE MUSIC SHOW 


From July 13 to 17th in Atlantic City 
THE HOUSEWARES SHOW 


B jon settings and the dates 
are familiar. 

But this summer’s growing op- 
timism is new—new, at least, in 
comparison with the prevailing 
attitudes during the 1958 sum- 
mer shows. 

And that’s why the trade is 
looking forward with more than 
normal anticipation to the three 
big trade shows listed above. 

As usual, radio-TV and house- 
wares will make most of the prod- 
uct news during the summer 
showings. For new major ap- 
pliance lines are timed for June 
or July introduction. 

At the Summer Markets and 
the Music Show, new designs in 
TV and stereo will make news. 

At Atlantic City, speculation 
over new marketing develop- 
ments will share the spotlight 
with new products. Those at- 
tending the show on the Board- 
walk will be alert for any sign 
that other firms are following 
Sunbeam’s consignment plan on 
the West Coast—or that Sun- 
beam is extending the plan to 
other areas. The show will also 
provide an opportunity to check 
notes on the effectiveness of 
G-E’s co-op ad policies announced 
at the Winter Show in Chicago. 
(Co-op funds are not allowed for 
ads showing prices below a speci- 
fied minimum). And, as_ usual, 
there will be plenty of product 
news made during the Show. 


THE SUMMER MARKETS 
MERCHANDISE MART 


Acme National Refrigeration Co. ....1188 
RO COM io oncs ove nve 1191-96 
Aluminum Specialty Company 1473 B&C 


Amana Refrigeration, Inc. Ae i 
American Motors Corporation 
Kelvinator Div ; 
American-Standard Corp. 
Youngstown Kitchens Div ee) 
Apex Home Appliances Div. of 


1124-25 


White Sewing Machine Corp 1160-61 
Astra Trading Corp. 1489 
Athens Stove 1146 
Atlas Tool & Mfg. Co .1199 
Auerbach Sales Co. 1119A 
Barton Corp., The 1188 
Ben Hur Mfg 1114 
Berger Mfg. Div. of 

Republic Steel Corp 111-116-117 


Bersted Mfg. Co. Div. McGraw-Edison 1467 
Brammer Mfg. Co 1178 


ELECTRICAL MERCHANDISING 


Caloric Appliance Corp. ........ 11-116A 
eee ee eT 840 
Central Steel and Rubber Corp. ...1119A 
Columbia Broadcasting System, Inc. 
NE TEND SxdGedunenteseaess 1142 
Coolerator Div., McGraw-Edison ...11-103 
ee ie ear ee .. 1189 
Coppes-Nappanee Kitchens .........1189 
Cribben and Sexton Co. ..... cone 
Crown Stove Works ............... 1176 
Dearborn Steve Co. ........... owen 
Detroit Jewel Stoves 11-114A 
Demer Ge. sci 6c6%. ane 1155 
Dixie Products, Inc. .. 11-116 & 11-117 
Dominion Electric Mfg. Corp. ....... 1422 
Dortch Stove Works, Inc., The ......1164 
Dunne, Eugene L., & Co. ... .. 1453 
Easy Laundry Appliances Div. of the 
Murray Corp. of America 1168-1169 
Edelston, Co., Fred .. 14-119 


Electric Steam Radiator Corp. Pe 


Farber, S. W., Inc. . 1419-A 
Farberware Co. .. 1419-A 
Florence Stove Co. jane awe 
General Electric Co. 
Air Cond. Div. ..... ar 1188 
Appliance & Television Div. oer 


Broadcast Equipment & Components 1157 
Hotpoint Co. Div. ee 
Housewares & Radio Receiver Div. 1123 
General Slicing Machine Co., Inc. ...1492 


Geuder, Paeschke & Fry ........... 1492 
Gibson Refrigerator Co., 

Div. Hupp Corp. . j 11-102 
eee ery 
Graham Electro Mfg. Corp. .... 1489 
Gutterman, Manny & Assoc. ; . . 1407 
Hamilton Mfg. Co. . avi cereretas 1175 
Wan Guewer Com. .. 0.66605 ; 1147 
Hobart Mfg. Co., Kitchenaid Home 

Dishwasher Div. .......... ; 1180 
Hobart Mfg. Co., Kitchenaid Electric 

Houseware Div. .. <cevaiere ofete <a ae 
Hoover Company, The : 1417 
Hotpoint Co. ...... 1120 
lronrite, Inc. 11-117A 
Jacobs, M. H. .. 1138 
Jacobson, Walter, Inc. 1466 
Johnson, S. C. & Son, Inc. 1477 
Kelvinator Div. of American Motors 1124 
Knapp-Monarch Co. 1483 
Krause, Herbert H. Co., The 1401 
Landers, Frary & Clark 1479 
Lansdale Tube Corp., Div 

Philco Corp. 1100 
Lasko Metal Products 14-119 
Leonard Div. American Motors 1124 
Lewyt Corporation 1174 
Lindemann, A. J., & Hoverson Co. 11-104 
Magic Chef, Inc. 

Div. Dixie Products, Inc 1167 
Magnavox Co 1126 
Manning-Bowman, Div. of 

McGraw Edison Co 1467 
Maytag Co., The 11-105 
McCabe, Frank L. & Son . 1447 
McGraw-Edison Company 

Coolerator Div. 11-103 

Toastmaster Div. 11-103 
McMahon, R. S. & Co 1155 
Meier Electric & Machine Co. 1487 
Mirro Aluminum Co. 1129 


Continued on page 8&3 
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Bigger Seller 


in Transistor Radios! 


The “TEN” Transistor Radio 


Sales go up when you stock the tiny ‘TEN 4-transistor radio. 
Powerful 214-in. built-in dynamic speaker delivers superb tone 


and volume. In handsome, smartly styled sky blue, light green or 
red case. 


MODEL KT-41 





MODEL KT-63 


Ours is one of the few com- 
panies in Japan that actually 
manufactures transistor ele- 
ments, both for our own use 
and for other firms. The 
transistors used in the‘TEN” 
radio have an almost perma- 


S/S, ¢ 
4 nent life. 


; 
Z a4. 


arene 
EE 4 AMARC OOO OO HOC TN 





For complete information, write: 


TEN (‘Se Kose Koay, conPorArION 


KOBE «+ JAPAN 








The gleaming finish on that new 
television set played a large part in 


vas, thickly padded and flannel-lined, 
they last for years. And they protect 


closing the sale. Will it be marred by everything—the appliance, the cus- 
ugly scratches before it is delivered? tomer’s woodwork and your reputation 
Not if you protect it with Webb Wrap- as a service-minded merchant. Why 
abouts. Made of water-repellent can- not write for informat today? 


WRAPABOUTS 


For Radio, HIFI, TV 
and Air Conditioners 


For major appliances use Slingabouts 





Webb Manufacturing Co. 
2918B N. 4th St., Phila. 33, Pa. 


Please send me prices on Wrapabouts and 
Slingabouts for 


CO TV [] washers [] refrigerators ranges [] radios (| air conditioners 
FIRM NAME ATTENTION 
=< ° °°; “eit i ZONE - 











| THE SUMMER MARKETS 


% | MERCHANDISE MART 
CONTINUED 
Monarch Washers ........-.++0+> T119A 
Monitor Equipment Co. .........- 1123-A 
1478 


Mans Geetere, TRO .occvcccccevecs 
Materele, WE, .cccccssivccscces 1170-73 - 
Murray Corp. of America 
Easy Laundry Appliances Div. ...1168-9 
Mutschler Brothers Co. ...........- 1144 


National Appliance & Radio TV 
PIII, iid ocemen see ound 1141 
National Housewares Mfrs. Assn. ....1130 
National Presto Industries, Inc. ......1498 
Noma Lites Inc. acta 


Norge Division, Borg-Warner Corp. . . .234 





























Norris-Thermador Corp. ono duwed 11-104 
Northern Electric Co. . Cae 1453 
WITHOUT DISCOUNTING! Nye, Walter & Co., Inc... 2s... 1492 
Crestwood, by Northern, is a top quality product priced to meet competi- O‘Keefe & Merritt Co. ...........- 1155 
without cutting liberal profit margins. Here is truly an exceptional p ae 1497 
: aragon Electric Co. .. peers 
tric blanket value. This is the key to the amazing sales success of a, a Ser ee 1177 
Crestwood Dealers and Distributors from coast to coast! Philco Corp. ... veseeeeecees 1100 
POMS one Give wrodessl np taeedes 1198 
Proctor Electric Co. bate i aceceneaian 1412 
Quaker Mfg. Co. ca nee Re eee 1147 
Radio Corporation of America 1154, 1186 
Regal Ware Inc. . j eee 
Revco, Inc. .. Terr be aeucel 1137 
Rival Mfg. Co. . oa 0 0e6 eae 
Roper, Geo. D., Corp. ... ..1147 
Sh. Chantes TRGORS. .occccccciicce VIE 
Samuel Stamping & Enameling Co., 
Suburban Range Div. . ee 
Sessions Clock Co., The , .. 1409 
- Shearer Electric Mfg. Co. ......... 1476 
a 
Crest g Cuitiom Formed Son-Chief Electric, Inc. .............1466 
ood eunae AUTOMATIC Speed Queen Div., 
te RIC BLANKET McGraw-Edison Co. .... ... 1160-61 
ION ARRON 9 moevee exstmse Standard Enameling Co. .. eT, i 
Steam-O-Matic Corp : aves 1HIOS 
Steinmetz & Kelly oo. Ohne 
= Stoware, Inc. ... ‘iow eis cna sre 
Sun-Gold Ind. ; cece VASOA 
Superior Electric Products Corp. . 1487 
C. Swartzbaugh & Gately .. 14-101 
"eStwood Swing-A-Way Mfg. Co. ..........14-101 
oe Sylvania Home Electronics Div., 
, . 
5 ey AS Finn Sylvania Elec. Products, Inc. ......1149 
oie Tappan Co., The Kosivoaes WOR 
Thermador Electrical Mfg. Co., Inc. .11-104 
Toastmaster Div., 
McGraw-Edison Co. ; SP 
* Guaranteed by Wagner, E. A. Mfg. Co. ... : 1422 
Good Housekeeping he yeaa Ranges : 1197 
#0, we Welbilt Corp. syaanerelais ..-11-114A 
wi tovin Westinghouse Electric Corp. ans UUREE 
Whirlpool Corp. ........<. 2 oe05 Ne 
Whirlpool-Seeger Corp. ... MP 
Woman’s Friend Washers ......... T119A 


Youngstown Kitchens Div. of 


American Standard Corp. «wore ROO 
Zenith Machine Corp. hee viewer eee 
Zenith Radio Corp. ees 1158-59 


FURNITURE MART 








Altheimer & Baer, Inc. ... . .546D 
Arvin Industries ... arpte a - 
Athens Stove Works ee 
Atlanta Stove Works RP 
Auto Stove Works ....... ° «0:06 0am 
Barler Metal Products .............. 538B 
Brown Stove Works ...........400- 536A 
Eagle Range and Mfg. Co oo ere 
Erlich, Lou ....... : Se 
Fairbanks-Ward Industries, Inc 426 
Hardwick Stove Co. ... 1530-31 
Homak Mfg. Co., Inc. A 
Katz, Frank M. ial dinlate ose Oe 
Kingsley Products .... ...1020 
Lifton Co., Inc., Harold ..941 


F seroma NORTHERN ELECTRIC COMPANY ae a 


Continued o age 

WORLD'S OLDEST AND LARGEST MANUFACTURER OF ELECTRIC BLANKETS AND HEATING PADS n page 84 

BUILT BLANKETS NOW IN USE! 5224 North Kedzie Avenue «+ Chicago 25, Illinois 
é 


























This is the face \\ of the clock that 
leaves all others 100 years behind! 


AT LAST! A PERFECTED CORDLESS ELECTRIC CLOCK! accumulates, as lubricants are dissipated...and they gain time tf a 
{CCURATE EVEN IF THE B {TTER Y VOL T {GE CHA NGES! new battery is installed that feeds the clock more powe r than it 
2 / 4 4 44 4 é 4 ME AUL © 414 vier 


was adjusted for at the factory. The Sessions Miracle is the only 


clock movement on earth that automatically compensates for these 


¢ ACCURATE EVEN IF THE GEAR LOAD CHANGES! 
* ACCURATE EVEN AS LUBRICATION IS DISSIPATED! changes to keep itself running in perfect time, all the time. It is 
Ordinary cordless electrics cannot maintain this accuracy because made only by the Sessions Clock Company, Forestville, Connecti- 


they lose time as the battery runs down, us gears wear, as dust cut, the Company that’s Starting a Revolution in Time! 


| SHSSIONS 
MIRACLE 


MOVEMENT! 
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discover 
your key 











discover the Dixie line. Step inside Space 11-116 and inspect the more than 
50 Dixie Dream ranges that deliver 85% of the range market to you. Here is the 
big, volume market the Dixie line is designed to cover—the majority of today’s home- 
makers who want modern, automatic cooking at a budget-minded price, the women 
for whom Dixie developed a dream range at a down-to-earth price. 
Who, but Dixie offers you a modern 36-inch range with giant griddle, 
clock & timer, appliance outlet and complete automatic ignition to retail with 
full profit margin for only $169.50? 
This is only one of the many examples of Dixie’s pace-setting 
leadership of the popular-price market you'll discover inside the doors of 


Spaces 11-116 & 11-117, Merchandise Mart. 


SPACE SO1 / ATLANTA SPACE 815 / HIGH POINT SPACE 446 / DALLAS 









FURNITURE MART 


CONTINUED 
Marshallan Mfg. Co., The .......... 1144 
Marvel Metal Products Co. .......... 516B 
eee i 510B 
Parker-Allen Industries ............ 549B 
Quickfrez, Inc. ..... eee 
er 903 
Sunray Stove Co. . , .....541-42A 
Wilshire Mfg. Co. ; oo 0 see 
THE MUSIC SHOW 
Admiral Corporation ieceieere eee 
Ampex Audio, Inc. .. . .633, 635 
Audio Book Company ; 550 
Audio Fidelity Incorporated ....502, 524 
Audio Industries, Inc. a me 
Blaupunkt Stereo ; . 533, 538 
Boetsch Bros. ..... 645, 646 
The R. T. Bozak Sales Company ...... 552 
Channel Master Corp. . ; 612, 615 
Columbia Broadcasting System, 

CBS-Hytron Division 6 ae 
Conn Organ Corp. . 412, 414, 416 
Dean Electronics ..... .. 649 
Delmonico International Corp. 509, 510 
Dynamic Electronics—New York, Inc. ..628 
Dynavox Corporation .. 548, 549 
Electro-Voice, Inc. ...... . .626 
Electronic Instrument Co., 

., GIG esecess. 523, 525 
Empire Works, Incorporated . 638 
Fanon Electric Co., Inc. ... 1-0 sine 
Fisher Radio Corporation ...640, 642 
Rormmee Premeete, WE ie ot occ cceses 507 
Guild Radio & T. V. Corp 601 
Gulbransen Company ......415, 417, 419 
Hammond Organ Company 435, 437 
Guy Hobbs, Inc. pesheretetecd 634, 636 
Hoffman Electronics Corp. . .629 
The Jewel Industries, Inc. .. . 503 
London Records, Inc. 539 
The Lowrey Organ Company 

443, 444, 445, 446 
The Magnavox Company 500 
Magnus Organ Ba, Sa .546, 547 
Majestic International 542, 544, 545 
Major Electronics Corporation oon 
Motorola, Inc. ...... ae, 534, S37 
Olympic Radio Corporation of 

America aeatatacn 527, 528 
Organ Corporation of America «sel 
Pentron Corporation eat aS mrecen area 643 
Pfanstieh! Chemical Corp. . 631 
Pee CD, ices caccmeneiens 204 
Pickwick Sales Corporation ......... 614 
Pilot Radio Corporation ............ 207 
Radio Corporation of America ...202, 203 
Robins Industries Corp. ....... ..514 
Roland Radio Corporation 

515, 516, 517, 518, 519 
OR IED, de co tricee acm ds. cette 208 
Steelman Phonograph and Radio 

a ee 515, 516, 517, 518, 519 
Sterling Hi-Fidelity, Inc. ........ oscar 
Stromberg-Carlson Company, Div. of 

General Dynamics Corp. 

505, 506, 508, 512 
Matthew Stuart & Co., Inc. .......... 624 
Symphonic Radio & Electronics Corp.. .206 
Telectrosonic Corporation ........... 650 
Teletone Company of America........ 639 


Thomas Organ Co. ........ 408, 409, 


Universal T/V Furn. Mfg. Co. 


Continued on page 
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Exhibitors 
invite you... 


to the largest mid-year exhibit in 
the industry’s history... 


More of everything—Products, People, Plans— 


to help you boost your 
housewares business 


* 


Ne aes » ir 


Industry-sponsored for the Nation’s Housewares Manufacturers and Buyers by the 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(Incorporated not-for-profit) 


1130 Merchandise Mart, Chicago 54, Ill. 
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Profit Partner 











... for window air conditioners 


Paragon's Model ACI Timer 
makes comfort automatic 








oars, so wall 

Model ACI : 

on to-set This housewives’ delight 

tally ends messy hand-defrosting 
Hithoner 

atic comltort PARAGON'S ‘‘de-frost-it’’ 

it peratin 2 makes most electric refrigera 

irvit lite Just plug it tors self-defrosting. And it's 

utlet set it and easy to use just plug it in, 

set it, forget it Fingertip 


I oe 


rit 
Wire CC 





s com control permits easy setting 
rd with for an 
inding plug and 
lreceptacle. Avail 
or 208-240 v unit 
etails, write Paragon 


y defrost period 
Offered in two models to 


outlet location 








TIME IS MONEY — CONTROL /T WITH PARAGON 


PARAGON ELECTRIC COMPANY 


1638 TWELFTH STREET © TWO RIVERS, WISCONSIN 





IF You Change 
Your Address 


Be sure to notify us at once, so future copies of 
ELECTRICAL MERCHANDISING will be delivered 
promptly 

Also make certain you have advised your local 
Post Master of your new address so other important 
mail doesn’t go astray. 

Both the Post Office and we will thank you for your 
thoughtfulness. Mail the information below to: Sub- 
scription Dept., ELECTRICAL MERCHANDISING, 
330 W. 42nd St., New York 36, N. Y. 


NEW 
Name 
Address 
City 


Company 


OLD 
Name 
Address 


City 


ELECTRICAL MERCHANDISING 


330 West 42nd Street New York 36, N. Y. 











THE MUSIC SHOW oontinuep 


V-M Corporation 602, 621, 623 
Videota Evie Corn... ccccseces 541, 546 


Waters Conley Company, Inc. 

Webcor, Inc. ais 

Westinghouse Electric Corp. 
Television-Radio Division 


Housewares Show 


Aladdin Plastics, Inc. ........- 1214-1216 
ee BE. Gee oct scsaseececegns 808 
Aluminum Housewares Co. Inc. .. 1331-1333 
Aluminum Specialty Co. ...... 103-105-107 
Aristo-Mat Co, 707-709-711 
Arvin Industries, Inc. 

Electronics & Appl. Div. .......... 784 
Arvin Industries, Inc, 


Furn. & Housewares Div. 665-667-669-67 1 


Big Boy Mfg. Co 1831-1833-1835 
Bissell Carpet Sweeper Co. ...503-601-602 
Ginck & Decker Mie. Ce. ...ccccceces 853 
Block & Co. . 672-674-676 
Borg-Erickson Corp. .... 
Brearley Co. 
Bryant Div., Westinghouse Electric 

Corp Terre 


Burgess Vibrocrafters, Inc, .. 


C & H Air Conditioning Fan Co., Inc. .1901 
Capitol Products Co., Inc. .. 766-768 
Casco Products Corp. .......... 222-224 
Century Enterprises, Inc. ..1015-1017-1019 
Chico General Products Corp. ..1043-1044 
Clark Co., J. R 610-612-614-616 
Club Aluminum Products 313-315-317-319 
Continental Scale Corp. ... 332-334 
Cordomatic Div 
Vacuum Cleaner Corp. of America 


Davis Mfg. Co. 

Dazey Corp 

Detecto Scales, Inc 
Dominion Electric Corp 
Dormeyer Corp 


..211-213 

. .242-244 

. . 102-201-202 
465-467-469-47 | 
547-549-551-553 


Ekco—Autoyre Division 203-204-301-302-303 
Ekco—Flint Division 203-204-301-302-303 
Electric Steam Radiator Corp. .. oedal 
Empire Amerex Prod. Corp. . 1623-1625 
Eska Co., Inc rare 1903 
Everedy Co., Inc 668-670 


Farber, Inc., S.W 

Foley Mfg. Co. 

Forman Family, Inc 

Fresh’nd-Aire Co., Div. of 
Cory Corp 516-518-520-522-524-526 

Frigid, Inc ; . 916-918 


. 409-411-413 
307-309-311 
. +». 1354-1356 


General Electric Co 

Housewares & Radio Rec 

Div 280-282-380-38 1-382-383-480-481 
General Mower Corp. . -A-2 
General Slicing Machine Co. Inc. . .731-733 
Gilbert Clock Co., Wm. L. ooo tee 
Gits Molding Corp., J. P. 


Hamilton Beach Co ... -634-636-638-640 
Hamilton Cosco, Inc. — 
Handy-Hannah Products Corp. .......246 
Handy Things Mfg. Co. .......... 739-741 
Hankscraft Co. 

Hanson Scale Co . 

Herold Products Co. Inc. ... 1601-1603 
Hunter Div., Robbins & Myers, Inc. ....817 


Illinois Water Treatment Co. 

Smpoviel Clock Co. ....cccccccccescs 1654 
Ingraham Company, The 1806-1808 
International Appliance Corp. ....120-122 
International Oil Burner Co. ........1109 
lona Mfg. Company 1404-1406 


Kamkap, Inc ee 
KitchenAid Div., Hobart Mfg. Co. ....577 
Knapp-Monarch Co. 426-428-430 
Kord Mfg. Co. Inc 719-721 


Landers, Frary & Clark 333-335-337-339-341 
Lasko Metal Products 1436-1438 
Lawnmaster Co. Inc 
Lux Clock Mfg. Co. 


McGraw-Edison Co. . .523-525-527-529-531 


Magic Hostess Corp. .... . . 1410-1412 
Major Slicing Machine Corp. ........735 
Marlun Mfg. Co. Inc. 775-777 
Mastercrafters Clock & Radio Co. ....1304 
Merit Enterprises, Inc 1936-1937 
Metalcraft Mfg. Corp. ... -559-561 
Metal Ware Corp. ... aes saa eee 
Mirro Aluminum Co. 443-445-447-449 
Munsey Products PO 
Mystik Adhesive Products, Inc 1500-1501 


National Blenders ..... smite a Wee ee 
National Engineering & Mfg. Co. ....1557 
National-Eversharp Food Slicing 
Machine Co. . 
National Presto Industries 
ee ... .248-250-252-254 
Nesco Industries, Inc. ..... ve .432 
Nicro Steel Products Co 
Div. Cory Corp. 516-518-520-522-524-526 
Noma Lites, Inc. ....... 743-745-747 
Norris-Thermador Corp. i onenscce 
Northern Electric Co. .. . . 1242-1244 


soo bAT4 


O-Cedar, Div. of American 
Marietta Co. 
Oster Mfg. Co., John 


753-755-757-759 
2023-2025-2027 


Party-Q Corporation ... ; 1561 
Peerless Mfg., 

Div. of Dover Corp. . 269-271 
Pennant Div. of Industria 

Enterprises, Inc. ..... ee, 
Plastray Corp. . 1235-1237 
Portable Electric Tools ... 1548 
Premier Mfg. Co . .214-216 
Proctor Electric Co. 04-706-708-710 


Quaker Industries, Inc 
243-245-247 


754-767-769 
673-675-677 


Regal Ware, Inc 
Regina Corporation 
Republic Molding Corp 
Revere Copper & 
Brass, Inc. ... 504-508-510-512-514 
Rival Mfg. Co. 472-474-476 
Robeson Rochester Industries 1246-1248 
Ronson Corp. . oe : 1630 
Roto Broil Corp. of America 2029-2031-2033 


Salton Mfg. Co. Inc 
Seal Sac, Inc. ; 356-358 
Sessions Clock Co. . . 1834-1836 
Seth Thomas Clocks ove ae 
Shetland Co. Inc 1447-1449-1451 
Silex Co 442-444-446-448-450-452 
Son-Chief Electrics, Inc 207-209 
Spartan Electric Radiator Corp. .. 1902 
Sperti, Faraday, Inc 268-270 
Stetson China Co sa B-53 
Sunbeam Corp. 570-572-574-576 
Superior Electric Products Corp. . 314 
Swing-A-Way Mfg. Co 562-564 
Sycamore Mfg. Co ‘ 1024 
Syracuse Ornamental Co 1801 


1916-1918 


Textile Mills Co. : 226-228-230 
Thermador Electrical Mfg - : $-37 
Titan Mfg. Co. Inc 361-363 
Toastmaster Div., 
McGraw-Edison Co 
Tricolator Mfg. Co 


408-410-412-414 
1310-1312 


Wagner Mfg. Co., E.R 
Waring Products Corp 
Wear-Ever Aluminum, Inc 
Wen Products, Inc. ... 
West Bend Aluminum Co 542-544-546 
Westclox, Div. of General Time Corp. . .B-54 
Westinghouse Electric 

Corp. .....740-742-744-746-748-750-752 


. .468-470 
272-274-276 
420-422-424 


ELECTRICAL MERCHANDISING has pre- 
pared these partial listings from informa- 
tion provided by the managements of the 
Furniture and Merchandise Marts, the Na- 
tional Housewares Mfrs. Assn., and the 
Music Show. Every effort has been made to 
include all names of interest to the ap- 
pliance, electric housewares, radio and 
television industries, but no responsibility 
is assumed for errors or omissions 


For a complete preview of 
what’s likely to be new at At- 
lantic City, see next month’s 
issue of ELECTRICAL MER- 
CHANDISING. 
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{ +8 profit-eating 
B use CALL-BACKS 


























Protect yourself with genuine 


FACTORY REPLACEMENT PARTS 


the same as original equipment 


parts. Remember, they’re made to the same high quality 
... high performance specifications as the original equip- 
ment. Protect your good name . . . insure customer 
good will—your profits by insisting on GENUINE FAC- 
TORY REPLACEMENT PARTS. 


There’s even more involved than profit . .. when you 
risk costly service call-backs by using cheap substitute 
repair parts. You also risk customer good will . . . your 
good name. 

See your authorized name-brand appliance distributor 
or service outlet. He maintains a complete stock of fac- 
tory replacement parts. 


“The same as original equipment” means replacement 
parts that are made to the same exacting tolerances as 
the originals by the appliance manufacturer or his sup- 
plier. They’re carefully machined and assembled to pass 
the same rigid inspection requirements and functionally 
tested .. . to fit perfectly every time . . . work right and 
last longer. Call these facts to the attention of your cus- 
tomer. She’ll appreciate the resulting performance. You’ll 
like the way they fit and reduce call-backs. 


Substitute parts may look the same but they lack ar te 
quality. It’s smart business to always specify . . . always oe 


A 


insist on . . . always use dependable factory replacement Bsa 


APPLIANCE PRODUCTS DEPARTMENT 
Manufacturers of automatic controls and ) THE DOLE VALVE COMPANY 


dispensers for the appliance industry 
6201 Oakton Street ¢ Morton Grove, Illinois (Chicago Suburb) 
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ADVERTISED in 


LIFE 














EXCLUSIVE FACTORY 
DEALER IN 


PHILADELPHIA 


Says: 
a“ in my jerst full year of “en 
wn operation ending Mare - sd 
9 sold 4,206 sels. Guerag 


yr 


1959 


sets per month 


EXCLUSIVE 
FACTORY DEALER 
FRANCHISES IN PRIME 
AREAS STILL AVAILABLE! 


Write NOW for complete information and 


>, NEW 1959 MUNTZ CATALOG! 


Matz Wine 


America’s Greatest Television Triumph 


1000 GREY AVENUE * EVANSTON, ILLINOIS * DAvis 8-7000 


eS 


t. EM 


Room 522 °* Conrad Hilton Hotel 





Sell the Best? 


wane 


Deluxe Automat 
DHA-25 Below 


easy way 


to make pipe connections 


FOR WASHERS, DRIERS, 
REFRIGERATORS, 
AND OTHERS 


Model CT—with flared joint 
for copper tubing 


Model ST— 
for pipe connections 


t featur 
AUTOMATIC DEHUMIDIFICATION - 
remap oy 3 om ~ SKINNER-SEAL SADDLE TEE —for mak 


ing pipe connections. No pipe cutting or 


ny t BIG 1 5 H.P. SYS 
TEM » bahpe ne 
apacity 1 bett i threading. Only one bolt to tighten. 
up to 14 ) 
CAPACITY 8 ts. Made 

Plast OVERALL DIMENSIONS — 1 x 


12” x 17" | 
HEAT CONTROLLER, wc. 
1900 Wellworth Ave., 
Jackson, Michigan 


f in 
sbchaget SUCHE Quick, easy. Cuts cost. For installing wash- 


ers, driers, gas refrigerators, heaters, 


etc. Write for circular 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 
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news AT A GLANCE 


Amana Corporation reports a 50 percent sales increase for all 
of its products during the first three months of 1959, as compared 
to the same period last year. The heavy increase was spear- 
headed by strong consumer demand for the company’s combin- 
ation freezer-plus-refrigerator, and central air conditioning. 


A 30-page, million dollar advertisement has been scheduled by 
the U.S. electrical industry to appear in the September 14 issue 
of Life magazine. Sponsored by the Live Better Electrically 
Program the advertisement is timed to appear during National 
Home Week, when an estimated 50-million Americans will visit 
model homes. Participating in the concentrated promotion are 
fourteen national manufacturing companies, including Kelvinator, 
Fedders-Quigan, General Electric, Frigidaire, Hotpoint, Kenni- 
cott Copper, Owen-Corning, Sylvania, Thermador, Westinghouse, 
Whirlpool-Seeger, and the Edwin L. Wiegand Co. Utility compan- 
ies are represented in the ad under the sponsorship of the Edison 
Electric Institute 


American appliance and radio-tv manufacturers will be heavily 
represented in the ranks of exhibitors at the $3,600,000 American 
National Exhibition in Moscow’s Sokolniki Park, opening July 25. 
Among these will be Radio Corporation of America, who 
will show the Russian people a fully-equipped color TV studio 
which will originate eight hours of live and filmed programming 
daily. General Electric plans an all-electric kitchen with seven 
major appliances; Kelvinator, an exhibit which includes a 
clothes dryer, refrigerator and “Fooderama” combination refri- 
gerator-freezer, and the Institute of High Fidelity Manu- 
facturers a demonstration of stereophonic high fidelity. 


April factory sales of Norge home appliances jumped 69 percent 
ahead of the comparable month last year to bring about the 
biggest April in the company’s 32-year-old history. During the 
first quarter sales of home freezers rose 248 percent, with ranges 
and dryers registering sizeable gains. Currently the company is 
engaged in a $1,000,000 consumer newspaper advertising pro- 
gram for swing-out-shelf refrigerators, the biggest newspaper 
campaign the company has utilized in four years. 


Radio Corporation of America has announced that sales 
and earnings for the first quarter of 1959 were the highest for 
any first quarter in the company’s 40-year history. Sales of pro- 
ducts and services during the period amounted to $321,816,000, 
an increase of 16 per cent over the first quarter of 1958. 


Waste King Corporation has embarked on the largest and 
most comprehensive advertising program in the company’s 13- 
year history. Included is a heavy schedule in consumer magazines 
and stepped up trade advertising and publicity campaigns. 


Hamilton Manufacturing Company reports first quarter 
shipments of washers and dryers are up 82 percent over last 
year. Company spokesmen forecast a 65 percent increase in 
dryer sales for the second quarter, with washer sales increasing 
by almost 100 percent over the same period in 1958. 


Herman F. Lehman, General Motors vice president and head of 
Frigidaire division indicates that on the basis of sales projec- 
tions for 1959 this will be the third biggest year in the firm’s 
history. First quarter sales of all Frigidaire products are sub- 
stantially ahead of 1958. 


JUNE, 1959—ELECTRICAL MERCHANDISING 





Zenith Radio Corporation reports unit factory shipments of 

television receivers were the highest for any first quarter in the ‘ 

company’s history. Shipments exceeded record third quarter ship- . ™ i THIS PLUG 
7 ments of 1958 by 16 percent, were 33 percent ahead of the . 


record first quarter of 1958, and 49 percent ahead of 1957 first ie A =. STAVE 


quarter shipments. 

Newspapers throughout the United States will focus consumer and - 
trade attention on appliances in an intensive promotional pro- aN f THE 
gram scheduled for November. An expanded ‘Operation : 

Snowflake” will be the promotion’s core, with U. S. Steel OUTLET 
joining forces with the Bureau of Advertising, the Newspaper 
Advertising Executives Association, the American Association of 
Newspaper Representatives, and the National Newspaper Pro- GRIP PRONGS* give dependable service on all electrical 
motion Association. Expected participation in this year’s “Opera- equipment. Available on the better complete cords only. 
tion Snowflake” will include some 1,500 newspapers, their 15,500 
salesmen and representatives, plus the industry’s Bureau of Ad- GRIP PRONGS® Expand ar 
vertising. Well in advance of the November 9th starting date actually grip sides of slot 














these 15,000 newspaper salesmen, equipped with complete kits to 1! . 
lug st in—good contact 


even in outlets. 


organize local campaigns will meet with every major appliance 








manufacturer, their distributors, and appliance outlets, to co- 
ordinate the promotion in the hundreds of markets where it will 2 Maintains the best pos 
be held electri n 


Prevents d e to electrical 
Philco Corporation reports a first quarter volume increase of 3 contacts in the receptacle. 
29 percent over the comparable 1958 period, with sales of $95, 
558,000. Sizeable increases in consumer business helped make 





possible the marked earnings improvement shown in first quarter 


Positive electrical cor 


results, according to company spokesmen. aes cile t 














Westinghouse Electric Corporation reports net sales billed B 
in the first quarter of 1959 amounted to $440,072,000, a de- 


cline of 2 percent over the billings in the initial quarter of 1958. 3 eee aaa 


° . . . CHICAGO 
Net income of the corporation increased by 12 percent during 





i " Magnet Wire ¢ Lead Wire * Power Supply Cords, Cord Sets and Portable Cord * Aircraft Wires 
the first quarter, bolstered by increased sales of ae ye Welding Cable ¢ Electrical Household Cords « Electronic Wires * Automotive Wire and Cable 
ducts, residential heating and air conditioning equipment. 


Arvin Industries, Inc., reports sales and earnings for the quar- 
ter ended March 31, showed substantial improvement over the 
same period in 1958. Net sales for the 1959 quarter were $15,- 
938,426 compared with $11,188,072 for the same period a year 
earlier. The figure is a gain of approximately 42 percent. 


Kelvinator appliance sales for major products during the first 





quarter of this year ran 21 percent ahead of the year-ago period. 
Refrigerators accounted for the largest increase in dealer billings, 
up 25 percent, followed by home laundry appliances, up 22.5 
percent. = * 


A compact Tecumseh compressor- 
operated portable refrigerator! 


Make a substantial profit on every sale, with today's 
hottest-selling small appliance! Only 152” wide x 
15%" high x 23%" deep, this compact portable 
refrigerator is perfect for Doctors’ offices, small 


you need a Caster X-75 apartments, housekeeping rooms, sleeping rooms, 

| recreation rooms, or lake cottages. Practically sells 

TWO-PIECE TRUCK itself! Automatic, adjustable aenensiers control 

$ 00 PER PAIR keeps food safe—always! Electronically-welded 

including straps heavy-gauge, all-steel, one-piece cabinet finished 

in sparkling white or Walnut brown Dupont Dulux 

baked enamel*—trimmed with chrome-plated 

hardware. Plugs into any standard 115-volt, 60- 
cycle AC outlet. 


These rugged all steel, heavily re- 
inforced two-piece trucks are indis 
pensable for handling tall cabinets that Radio ‘avaNlalile ini tac iia blocs enone) Gnich wiih 
won't clear doorways when tipped. stainless-steel door, at slight additional cost 
Ideal for the largest, heaviest freezers, Py 

ice cream cabinets, refrigerators, erwscas 

ranges, etc. One truck has ball bearing @ Hermetically 
swivel casters to facilitate guiding and el 

right angle turns. Except on stairs or } compressor! 
when loading, one man can handle. @ 2 ice cube trays 
Capacity 1500 Ibs. —makes 36 full 


size cubes! 
NO. 102 BALANCE TRUCKS 


@ Removable shelf! 
General Electric’s recent luncheon for brand name retailers of the year Lift and Carry the Load $4700 
found trio above in earnest conversation. Pictured, left to right, are ¥ 


James Goss, G-E vice president, and group executive for consumer rides on two wheels a eee 
products; C. W. Theleen, manager, customer relations, major appliance i dete pean es Wy -{ 
division; and Joseph Whelan, vice president, Gerhard’s, Inc., Glenside, Write for circular on < / / 
ha "h , , Bre Te > Fou oti Yoo awar these and other trucks ( ‘ 
Pa. Whel: Brand Name Foundation’s top award from $35.00 up FOB. \ 

Findlay, Ohio off " 


SELF-LIFTING TRUCK CO. 
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Complete Warranty and Guarantee 


The load balances and Order today and cash in on coming Spring and Summer 


United Refrigerator Co. 
HUDSON, WISCONSIN 


Please send complete information on the ''F 
Nome 


Address 


eee ee ae a 








people saieneames 
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HUNT 


LARKO 


Zenith Radio Corp.—Hugh Robinson has 
been named chairman of the board to fill 
the death of Com- 
McDonald, Jr., in May, 


Robertson’s former title of presi- 


the post left vacant by 
mander E. Ff 
1958 
dent ha 


Wright 


been designated to Joseph S. 
who takes on the additional duties 


of general manager. Wright had _ pre- 
viously erved as executive vice presi- 
dent. Sam Kaplan becomes executive vice 


president and assistant general manager 
and Leonard C. Truesdell executive vice 


president in charge of marketing. 


Hunt, former 
marketing for the vacuum 


General Electric Co.—.J. C 
manager of 
cleaner department has been named man- 
ager of customer relations for the house 
wares and radio receiver division. W. J. 
Pfeiff take 


and title 


over Hunt’s former position 


KE. Newton 
Kelley has been appointed sales manager 
of the 


Toledo Desk and Fixture Co. 


Kitchen 
builder 


company’s Kelvinator 


division. Kelly was previously 


ales manager for General 


Co., Omaha 


Appliance 


William N. Austin, 
Jr., has been appointed director of mar- 


Dixie Products, Ine. 
Austin comes to Dixie from the 
fac ulty of 


Development, Lausanne, Switzerland. 


keting 
the Institute of Management 


Bodie L. Stahl- 


been appointed sales man- 


Admiral Corporation 
chmidt has 
for freezers conditioners 


ager and air 


Stahlschmidt was most recently regional 
ales Manager in the corporation’s mid- 


South territory 


Norge Div., Borg-Warner Corp.—Richard 


( Larko has been appointed national 
advertising manager. Larko comes to 
Norge from Royal McBee Corporation 
where he was merchandising manager of 


the portable typewriter division. 


Airtemp Division, Chrysler Corporation 
Herbert K. Henry has been named man- 
ager of marketing services for the divi- 


sion. Henry was previously associated 


with N. W. Aver and Sons as supervisor 
of the plans and marketing division. 





R. D. SHARP 








P. J. GRANT 





J. M. WILLIAMS 





Appliance manager E. D. 
a “Steelmark Days” 
3-day promotion. “Steelmark Days” 





Packard Bell Electronics Corp.—Richard 
D. Sharp has been named to the newly 
created position of director of marketing, 
home products division. Sharp was for- 
merly general manager of United Print- 
er’s Joliet division. 


Blackstone Corp.—Robert H. Martin has 
been named sales manager. Martin was 
most recently a district manager for the 


corporation. 


Sylvania Home Electronics Corporation 

Peter J. Grant has been appointed vice 
president for national sales. Grant has 
been successively manager of sales man- 
agement development and, most recently, 
national sales manager. 


Radio Corp. of America—Jack M. Wil- 
liams has been named manager, advertis- 
ing and RCA 
Sales Corporation. Williams had served 


sales promotion for the 
in a similar capacity for the former RCA 
Victor television division since its incep- 
tion. 


Division—American Motors 
Corporation—Kelvinator has 


Kelvinator 
formed a 
separate customer service relations sec- 
Rood. Rood had 


previously been service supervisor. 


tion headed by John L. 


National Housewares Manufacturers As- 
sociation—W. H. Sahloff, vice president 
of General Electric Co., housewares and 
radio receiver division has been reelected 
president of NHMA. Also 
their respective offices were the NHMA 
Kubitz, 


reelected to 


vice president, G. C. sales vice 
Mirro Aluminum Co., 


B. H. Neece, president of Landers, Frary 


president of and 


and Clark, as treasurer. 
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Moorer, of Pizitz in Bessemer, Ala., shows 


ad that helped boost business 40 percent during 


in the three steel-producing cen- 


ters of the Birmingham district was pilot-testing of a U.S. Steel mar- 
keting project designed to make everyone in steel plant communities 
concious of the economic importance of steel production. 
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Trouble-Free! Service-Free! | 
( 


NEW! Radiant INSTANT 
HEAT FAN-GLO $7 95 


- 
5 


bi 


& 


ed 


eae 


Exctusive/ LIFETIME GUARANTEE 


beans on Patented Neo-Glo Heating Elements ! 
on No Other Electric Heater Has Such 


A Guarantee ! 
rere POPPA 


Positive Automatic Thermostat Control 


It's 25% bigger . . . more profit margin . . . luxury 

styling (legs, handle, 2-toning usually found only on 

more expensive heaters) . . . quiet fan-forced action 
. 1650 and 1320 watt models. 


= NEO. GLO tata AUTOMATIC 
FAN-GLO 
$24.95 | 


LIST 


Engineered and Produced by the World’s Largest 
Manufacturer of Residential Electric Heating Units. 


RAY AEST ARR 


OVER 2,000,000 FAN-GLO 4 ‘A 
HEETAIRES NOW IN USE! 4 © B 


New... 


Get All The Facts .. . Airmail, Wire or Phone for Litera- 
ture and Samples . . . to Sales Department, Dept. EM. 


FRE CLEA TR I, RIE FIG ER 


ELECTRIC PRODUCTS, INC. BUFFALO 3, N. Y. 
PORTABLE 


In Canada: MARKEL Electric Products, Lid.. Ft. Erie, Ontario ; auueees BASEBOARD 


ms from $39.95 .;; MEETAIRES 
POOLS BoA US EAT AE LEA ROT IIE EE ERIE ELON OES 
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G. B. Hebblewhite, 
Successful Lansing 
Kitchen Specialist says: 





“Features help sell kitchens — that’s why 
| like feature-packed Frigidaire Wall Ovens!” 








" 


True, a wall oven alone may 
rarely sell a complete custom 
kitchen, but this Frigidaire 
Drop-Leaf Door Wall Oven sure 
helps! Here's why: Features 
that will make any homemaker 
feel like a Queen in her new 
kitchen! Easy-cooking features 
like the accurate single- 

tial temperature control, the 
iutomatic Cook-Master, or the 
optional automatic rotisserie. 
for oven cleaning, noth- 
ing is easier with the Drop- 
Leaf Door that simply lowers 
traight down out of the way! 





A 4 ac 
ANQ aos 


"What's more, Frigidaire Wall 
are easy to install 
service! We just unpack 
Shove ‘em in — and 
installed in minutes! 
like we're sold on 
Frigidaire Built-In Appliances? 
We are! But, even more impor- 
tant, so are our quality- 
customers!" 


Ovens 
‘em and 


they're 


sound 


minded 





When it comes to customer-pleasing features, Frigidaire 
Built-In Cooking Appliances take a back seat to none! 
They're designed with you—and your customers—in mind! 
Look, for example, at Frigidaire Wall Ovens with the miles- 
ahead idea in convenience —Drop-Leaf Doors! Or companion 
units such as space-making Fold-Back Electric Surface Units 
or Built-In Cooking Tops that install with or without trim 
Take 


rimes al eood look for the sc products can help you 


get and hold your share of the booming Built-In market! 


What's the payoff? Profits! Frigidaire offers top-quality, 
feature-laden products; competitive pricing; easy “Minute 
Man” installations; progressive dealer policies; and honest, 
hard-hitting promotions to help you sell at a fair price and a 
fair profit. Get all the facts and figures on the Quality Line for 
59! Call your Frigidaire District Office, or write FRIGIDAIRE 


Division, General Motors Corporation, Dayton 1, Ohio. 





, , ory 
UW] FRIGIDAIRE “*: 
Morons Backed by General Motors 4n"msS 


designed with your future in mind... 


Frigidaire advanced Built-In Appliances 


JUNE, 
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new products 





Tappan Fabulous ‘’400” 40-in. range 


Tappan has expanded the popular 
10-in. Fabulous “400” range intro- 
duced a year ago to include a 40 and 
30-in. built-in model as well as ad- 
ditional free-standing units. 

Power venting systems in built- 
in series of 40- and 30-in. ‘400’s” 
are actually an integral part of the 
range; twin vents are powered with 
2 electric motors which operate in- 
dependently of the other. Heat, 
steam and odors given off by foods 
are pulled from kitchen by 2 power 
exhaust fans, keeping room tem- 
perature comfortable; dishpan-size 
filters enable homemaker to easily 
clean filters. 

Other features include easy-to- 
use centrally located control panel, 
eye-level 4-in-line surface 
units with plenty of work space. 


ovens; 


Porta-Fridge portable refrigerator 


United Portable 
Refrigerator 
“Porta-Fridge”, compact, porta- 
ble refrigerator plugs into any 115- 
volt a.c. outlet complete with self- 
contained, hermetically sealed Te- 


Tappan Fabulous ‘400’ 30-in. range 


Tappan ‘‘400”’ Range Line 


Added since introduction of origi- 
nal model are a broiler spatter 
shield, chrome oven bottoms; pull- 
out top elements. 

Designed to be hung on wall or 
set on cabinet, the free-standing 
models make it possible to achieve 
built-in look without expensive re- 
modelling costs; complete cooking 
centers take only 30 or 40-in. space. 

Optional features on “400” series 
include automatic roast control, ro- 
tisserie, thermostatically controlled 
top units, chromium ovens, remove- 
able oven bottom; slide out top; 
cutting board and broiler spatter 
shields. 

Line includes 6 free-standing and 
6 built-ins—a Deluxe, Medium and 
Budget model in each size. The 
Tappan Co., Mansfield, O. 


cumseh compressor and refrigera- 
tion system; measures 15'%-in. 
wide, and high and 23% in. deep; 
equipped with freezing compart- 
ment for frozen foods or ice cubes; 
2 ice cube trays furnished; adjust- 
able, thermostatic temperature con- 
trol; 1.15 cu. ft. capacity, weighs 68 
lbs.; 1-piece construction; available 
in 3 exterior finishes—doors and 
cabinets in white or walnut brown 
Dupont Dulux baked enamel, or 
with black enamel cabinet and 
stainless-steel door, at slight addi- 
tional cost; suitable for cottages, 
summer homes, offices, small apart- 
ments and many other uses. 

Price, $139.95. United Refrigera- 
tor Co., Hudson, Wis. 
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Frigidaire Freezers 


New upright Frost-Proof food 
freezers, Imperial and Deluxe, are 
announced by Frigidaire. In addition 
Frigidaire is expanding its current 
line of Frost-Proof refrigerator- 
freezer combinations to include 13 
cu. ft. 2-door Imperial and Deluxe 
units with frostless freezers across 
the top. A new 30-in. Deluxe elec- 
tric range with pull-out oven for 
easy cleaning has also been added 
to the line. 

In the Frost-Proof freezing sys- 
tem air is forced over sub-zero coils 
located in separate chamber below 
frozen food storage compartment 
where air is chilled to below zero 
and excess moisture is removed. 
The dry, frigid air is then drawn up 
behind back wall and gently circu- 
lated into freezer through vents at 
rear of each storage shelf, flowing 
over and around food packages, giv- 
ing uniform zero zone temperature 
thruout; air is then drawn out of 
freezer through openings at front 
and returned to chilling coil cham- 
ber for recooling and removal of 
moisture and re-circulation; 
zero coils outside the freezer are 
cleared of frost once every 24-hrs 
automatically. 


sub- 


NEW INSULATION 


Frigi-Foam insulation, another 
feature used throughout, provide 
more usable storage without in- 
creasing cabinet dimensions. (16-cu. 
ft. models have same exterior di- 
mensions as company’s conven- 
tional 15-cu. ft. units). Frigi-Foam 
insulation is of urethane foam with 
Freon vapor trapped in millions of 
tiny cells; material foams and rises 
like dough to fill insulation cavi- 
ties in door and cabinet, becomes 
rigid and adheres and bonds itself 
to all surfaces increasing the cabi- 
net strength. 

Foods can be frozen and stored 
on any shelf, never become ice- 
locked or stick together; Imperial 
and Deluxe models hold up to 560 
lbs.; both models are 32-in. wide, 
69% in. high and 29% in. deep, with 
1 full width shelves, roll-out basket 
in storage compartment, 5 full- 
width door shelves and a door lock. 

Imperial has shelf fronts that 
swing down, handy juice can rack 
and dispenser on interior 
light, warning signal light, alumi- 
num door shelf fronts. 

Both models feature slim, trim 


door, 





Frigidaire Frost-Proof freezer 


Sheer Look with filegree lacework. 


Refrigerator-Freezers 

The new 13-cu. ft. 2-door Imperial 
and Deluxe Frost-Proof refrigera- 
tor-freezer combinations feature 
“Flowing Cold” in regular food 
storage compartments and make 
the “no defrosting” feature avail- 
able in lower priced models. The 2 
combinations already in line are 
14.2 and 12.4 cu. ft. units with 
Frost-Proof freezers at bottom. 
Frigidaire Div., General Motors 
Corp., Dayton, 1, Ohio. 


Kelvinator dehumidifier KSD-32 


Kelvinator 
Dehumidifier 


Complete with built-in humidi- 
stat, the Super Deluxe dehumidi- 
fier KSD-32 removes up to 4-gal. 
water waste per day from _ base- 
ments or other closed areas totaling 
up to 14,000 cu. ft. white and gray 
vinyl-clad cabinet is accented by 
anodized aluminum grille, 
blending with any room decor; 
a 2-gal. capacity unbreakable 
polyethelene moisture container 
mounted in back of dehumidifier is 
lightweight and easy to empty. 

Dehumidifier weighs 55 lbs.; 
stands 23% in. high; 
and 14% in. deep (with receptor). 
Kelvinator Water Coolers, Colum- 
bus, 13, Ohio. 


silver 


12-in. wide 
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new products 





E -Telechron Richwood No. 7H260 


G. E.-Telecron 
Clocks 


Illuminated dials on 2 popular 
d alarms, additions to repeat 
and new colors for luminou 
Snooz-Alarm clocks are an 
inced by G.E 
‘Read-Easy” lighted dial on illu 
nated models (Radial No. 7H245 
kK and Snooz-Alarm No. 7H 241-K) 
bright 


lrelechron 


‘ 


enough for easy dial 
lability on night table or acros 
New members of Snooz-Alarm 


are Richwood and Golden 





E_ .Telechron Golden Circle No. 7H265-1 


Richwood, a repeat alarm 
wk in African mahogany wood 
i t ha 


econd 


wide bras bezel and weep 


hand; large, easy-to-read 
dial. Golden Circle, a round model 
in antique white ha brass bezel 
ind matching sweep second hand 
on luminous chocolate brown dial 
Both have same Snooz-Alarm fea 
ture that wakes you, lets you 
nooze, then wakes you again 


Little Snooz-Alarm, now come 


n pink, blue, and gray 

Prices, Richwood, $14.05, Golden 
$9.98, Snooz-Alarm TH 
-41-K, $8.98; Radial, $7.98 and Lit 


tl 


Circle, 


e Snooz-Alarm, $6.98. Clock and 
limer Dept., General Electric-Tele- 
chron, Ashland, Mass 





Air King oven hood 


Air King Hood 


A pre-wired range 
hood series “OH” for built-in oven 


ventilating 
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is announced by Berns Air King. 

Designed to provide an outlet for 
heat and odors the new hood also 
protects cabinets from _ grease, 
smoke and scratches; features an 
exhaust filter 
that protects blower, single speed 


blower, removable 
pushbutton switch; available in 24, 
27, and 32 in. lengths in stainless 
steel tripleplated finish. 

Price, $25. Berns Air King Corp., 
3050 N. Rockwell St., Chicago, 18, 
lil. 





Westinghouse DSM-14 


Westinghouse 
Additions 


lwo new refrigerators, a pair of 
laundry twins and a new electric 
range has been added to Westing- 
house line for spring promotions. 

DSM-14, a 2-door frost-free cold 
injector refrigerator with separate 
161 Ib 
cu. ft. refrigerator capacity and 4.6 


freezer on bottom has 9.4 


cu. ft. freezer. Refrigerator section 
has 9-lb. meat storage drawer, full 
width glide-out shelves, vegetable 
crisper with *% bu. storage; lift-off 
door shelves; trigger-action door 
eal; storage for 18 eggs, 2 lbs. 
cheese, 1 lb. butter is provided on 
door. Separate freezer compartment 
has roll-out basket on nylon rollers, 
sharp-freeze section operates at 5 
to 10 degs. below zero; freezer sys- 
tem completely separate from re 
frigerator; foot pedal door opener. 

HM-11 single door refrigerator 
has 75 Ib. freezer section at top; 
right or left-hand doors; cold con 
trol on refrigerator wall gives in- 
finite settings; trigger-action seal 
and easy-open latch. 

BMS-30 Holiday range has auto- 
matic clock-timer that turns oven 
on and off at any pre-set time for 
baking and 


automatic roasting; 


miracle-sealed oven; rotary con 
trols have 5 marked heat settings 
with infinite heat selection be 


tween markings; automatic grill 
plugs into appliance outlet on con 
trol panel optional. 

L.-124 Laundromat has program 
washing with 2 regular fabric pro- 
yrams and 2 wash-and-wear pro- 
vrams; also features automatic lint 
ejector, cold water wash cycle, 
multi-speed revolving agitator and 
a “Suds ’"N Water” saver; 10 Ib. 


capacity. 


L-124 Laundromat & D-124 dryer 


D-124 clothes dryer has 4-tem- 
separate 
thermostatic control for wash-and- 
wear items: direct air flow drying; 
designed for plug-in as well as 230- 
volt operation. Westinghouse Elec- 
tric Corp., Mansfield, O. 


perature heat selection, 





Hotpoint ‘‘Custom Trend” surface unit 


Hotpoint 
Surface Unit 


Hotpoint announces the first 
“Custom Trend” appliance to roll 
off production—a single automatic 
unit, “Solitaire”, that 
serves as a thermostatically con- 


surface 


trolled unit, dutch oven, 25-cup cof- 
feemaker or a french fryer; meas- 
ures 15 x 15 in., and has a single 
knob master tower control. Hot- 
point Inc., 5600 W. Taylor St., Chi- 
cago, 44 Ill. 





Preway gas Wallchef No. 1719 


Preway Oven 

New for 1959 is Preway’s gas 
Wallchef built-in oven No. 1719; fea- 
tures an oversized oven with 18,000 
Btu burner; giant broiler compart- 
ment in gray porcelain; automatic 
clock and timer controlled; match- 
less ignition system; automatic 
lighting; built-in rotisserie; avail- 
able in pink, white, yellow, tur- 
quoise, stainless steel or copper; 
1054 x 20% x 24% in. 

Price, $295.95. Preway Inc., Wis- 
consin Rapids, Wis. 
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Chambers refrigerator and freezer (R-120 and 
F-120 


Chambers 
Refrigerator- 
Freezers 

A new series of “In-A-Wall” re- 
frigerators and matching freezers 
in a variety of styles and finishes 
to match Chambers built-ins has 
been announced. Called the “V.I.P. 
Twins”, they provide 21 cu. ft. 
freezing and refrigeration, illustra- 
tion shows models with compres- 
sors installed remote; may also be 
installed with compressors above 
with grill; refrigerator units are 
self-defrosting; other features in- 
clude tilt-out fruit baskets; com- 
pletely separate systems, com- 
pressors and controls for separate 
installation anywhere. Comes in 
Antique copper, Copperlux or satin 
chrome. Chambers Built-Ins, Inc., 
2012 N. Harlem Ave., Chicago, 35, 
Ill. 






AS 


# 


Osterizer ‘Junior’ 


Osterizer Junior 


Differing in design from Stand- 
ard or Deluxe Osterizers the “Jun- 
ior” offers workmanship, 
power as other models; basic fea- 
ture of being able to remove food 
and easy cleaning has been re- 
tained; container itself, 4-cup ca- 
pacity, is of transparent, heat-re- 
sistant plastic; base of white Mela- 
mine; available in a 1-speed model 
No. 9, and in a 2-speed model No. 99, 
and will replace Osterizers No. 10 
and 10C, 

Features include bottom cap of 
container threaded to fit any stand- 
ard canning jar; stain resistant 
metal parts; Grip-Tite seat holds 
container firmly; container de- 
signed to provide continuous feed- 
ing of ingredients to cutting blades; 
tapered, easy-to-clean, enclosed mo- 
tor base; operates on 115 volts, d.c. 
or a.c. 

Price, “special introductory price 
expires June 10. No. 9 special price, 
$24.95, regular price, $26.95; No. 
99, special, $29.95, regular, $32.95. 
John Oster Mfg. Co., 5055 N. Ly- 
dell Ave., Milwaukee, 17, Wis. 


same 


“ 
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IN MID-AMERICA...FOR ALL AMERICA! 


The only coordinated market for home furnishings 


-~on the 


Centrally located in the heart of Mid-America, compare values within each industry 


The Merchandise Mart offers the unique advan- 
tages of one-trip, one-stop shopping for everything 
in home furnishings. Because more firms with 
more lines headquarter in The Mart than in any 
other building in the world, you can conveniently 


Be sure to attend the International Home Furnishings Market, Chicago, June 1 


spot. You can see hundreds of merchandising and 
display ideas for use in retail selling. Comfortably 
air conditioned. Open all year ’round to serve 
your individual business requirements, it’s al- 
ways market day at The Merchandise Mart. 


15 5-26 


THE MERCHANDISE MART 
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How to Tell a Young Adult (6th in a series) 


“ao 


fe LOVES HER 
CHANGING WORLD 


She keeps the diapers whirling in the washer to keep up 
with the whirl of her own busy schedule — without 
putting her through the wringer. Whether it’s time for 
a change or time to turn the roast, today’s Young 

Adult looks to her appliances to see her through. And 
she looks to Redbook Magazine to give her detailed 
appliance information aimed at her special way of life. 
Redbook is the only mass magazine edited exclusively 
for Young Adults—the appliance market you can count 


on in a changing world. 


Redbook The Magazine for Young Adults 


new products 


G-E skillet C-111B 


G-E Skillet 


A new square automatic skillet 
No. C-111B is introduced by G-E. 
Completely immersible in water, it 
has cast aluminum body with han- 
dles and feet of heat-resistant 
black plastic and is equipped with 
cover with adjustable steam vent 
and heat resistant black plastic 
knob. 

Handle has cooking temperature 
chart and a hanging ring for on 
the-wall storage; helper handle on 
opposite side of skillet for easy 
carrying. 

Designed for use with G-E re- 
movable temperature control in 
black to match handles and feet, 
can be used with G-E’s other square 
skillets C-110B and C-121B and 
automatic saucepans, S-20 and 
S-40. 

Price, $18.95; temperature con- 
trol $7.95. General Electric Co., 
Housewares and Radio Receiver 
Div., Bridgeport, Conn. 





Fridg-ette’’ refrigerator 


Uropa “Fridg-ette”’ 

Slim, desk-high refrigerator in 
range of pastel and furniture colors 
has glass fiber top; made in West 
Germany, the “Fridg-ette is 30 x 
20 x 23 in. has 2% cu. ft. capacity; 
door shelves are designed to store 
bottles, eggs and perishables; ad- 
justable, brass-trimmed — shelves; 
cooling unit functions on absorp- 
tion principle requiring no motor; 
specially 
thermostat; all-steel cabinet lac- 


designed cold-control 
quered with baked enamel in ivory, 
pale blue, green or dove gray; door 
insulated with rubber and steel for 
extended cold retention; chrome 
and brass plated self-locking han- 
dle; interior “Reflecto-Lite’’. 

Price, $149.95. Uropa_ Interna- 
tional Inc., 16 W. 32nd St., New 
York, 1, N. Y. 
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Travelaire cooler line 


Travelaire Coolers 

Five new portable air coolers are 
announced for 1959 including 3 spot 
coolers and 2 room coolers. 

Featured is the “Cool-r-Heater” 
spot cooler with built-in heater and 
humidifier with 3-speed, 1/20 h.p. 
blower which can be operated inde- 
pendently as fan; leather-textured 
vinyl-coated galvanized steel; heat- 
er provides 5630 Btus per hr.; hu- 
midifier can evaporate up to 12-gal. 
water per day. 

Other coolers in line include Pro- 
motional No. 760 spot cooler with 
adjustable grille; No. 860 spot 
cooler with 3-speed, 1/20 h.p. blower 
and vinyl-coated cabinet; No. 960 
room cooler with 3-speed, 1/10 h.p. 
motor, twin blowers and vinyl- 
coated cabinet; No. 1260 with 3- 
speed twin blowers; blower motor 
is 1/7 h.p. blower motor and inde- 
pendent water pump motor. 

All models have adjustable 
built-in water shut-off 
valves to convert cooler to fan with- 
out draining; water-level indicator 
and drain plugs. New type machine- 
packed Aspen-wood filter provides 
over 100,000 evaporative surfaces 
per sq. ft for colder air. 

Accessories include 3 square, 
tubular roll-easy stands; window 
panel kit to convert No. 1260 for 


grilles, 





Travelaire timer 


installation; automatic 
heavy duty timer which shuts off 
unit any time within 24-hr. period. 

Prices, Cool-r-Heater, $54.95; No. 
760, $34.95; No. 860, $44.95; No. 960 
$64.95; No. 1260, $84.95; Timer, 
$8.95. Metalaire Products Co., 560 
Arizona. 


window 
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RCA Victor announces a new kind of portable TV! 





BY RCA VICTOR 





First very-thin portable with all the features most folks want 
most: the picture and sound of a big set—front tuning and sound— 
slim, sleek, easy-to-carry shape—and a dozen other sales-clinchers. 
(And The Sportable is just. the first of RCA Victor’s 3 big new portable 


profitmakers. Watch for more big news—soon!) 


Only the RCA Victor Sportable gives you all this to sell in portable TV: 
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AUTOMATIC CHANNEL EQUALIZER—the TV’S SHAPE OF TOMORROW — thin, sleek, 
finest keyed AGC keeps every picture, easy to carry, easy to sell. Fashion- 
every channel at highest quality level. finished back for all-around good looks, 
Adjusts for changes in signal strength. all-around sales appeal. 


And that’s only part of the story! Look what else RCA 
Victor has built into this new kind of portable TV! New 
“Signal Guide” Tuner for fast, easy, accurate tuning, top 
portable performance. Front tuning and sound make The 
Sportable easier to tune, easier to listen to, easier to sell. 
High-efficiency V-type telescoping antenna is built in! 
Transformer-powered chassis—‘I'V’s safest, most dependable 


See the Newsmakers in person. RCA Victor 


Exhibit, Space 11-111, Merchandise Mart 
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NEW RCA SECURITY SEALED CIRCUITS for 
ruggedness, dependability, top perform- 
ance. RCA Victor seals in the quality 
out the trouble! 


NEW RCA TUBE GUARD adds life to the 
set, makes every tube, including the 
picture tube, last much longer. Make 
sales come much quicker, too! eal 


power supply. New design makes The Sportable the easiest to 
service portable of them all! All parts of chassis are accessible 
without removing it from cabinet; Security Sealed Circuits 
are clearly marked — tubes and fuse are easy to replace; other 
big easy-service advances, too! Never before has there been 
such a feature-packed portable as the RCA Victor Sportable! 
Stock it display it — sell it 


@ RCA VICTOR 


now! 
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NEW PFOdUCtS w, eaoics, srenco 





portable transistorized TV 


r 


Philco ‘‘Predicta’’ table TV No. 3412GL 


Philco’s TV Line for 1960 


\ new lightweight battery oper 
portable T\ 
‘ Safari” plus new concepts in 

creen TV set 
Phileo. The line 


composed of several model group 


ted transistorized 


eparate 


e announced by 


ng i“ Predicta Decorator” serie 
Mastercraft Collection” series; 
M America” models; “The Cor 
inental No 1730; table model 
Predicta” No. 4242 and No. 4682 


ant-backed mode! \ “Deluxe 
eri of 21-in. conventional table 
mode consolette and consol 
ind the me “Slender Seventeener” 


“Safari” portable 


his battery operated transistor- 
ed portable weighs 15 |b includ 
ng battery; has 80 sq. in. viewing 
rea (same as 14-in. picture tube) 
ilthough actual image appears on 
the set’s 2-in. cathode ray tube and 

magnified 7-times its original 
e on an optical principle called 


apparent image”™’: ideal distance 
viewing the full picture is said 
» be up to 4-ft. away. Looks like a 
camera equipped with front visor, 
the visor or hood make possible 
are-free reception out of door 


“al adjustable tiit mechanisn 


makes it possible to adapt visor to 


viewe! eve-level titable for au 
tomobiles, boats, trains, airplane 

The 21 transistor used in 
“Perma-Circuit’ printed wired 
panel; special rechargeable dry cell 
battery by Eveready permits 4 full 
hou operation before recharging 
! recommended: recharyving 1s ac 
complished by plugging battery 
into household outlet; battery is re 
placed through special trap-door in 
botton pecial “charge” function 
witch is built into set for ove) 
night recharging; may also be opet 
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ated on standard a.c. housepower 
Designed in top grain cowhide with 
leather carrying handle, overall it 


» 


is 3% in. wide, 165¢ in. high and 
55% in. deep. 

A built-in telescopic antenna in 
top pivots 360 degs for maximum 
reception; a full set of controls for 
picture channel 
selection; in addition there is a fine 


adjustment and 


tuning control, 3-position range 


witch and manual “hours-in-use” 


dial for batter Vv 


Predicta Decorator Series 


New furniture stylings plus new 


concepts in “Predicta” separate- 
creen TV sets include 6 models in 
the separate screen table models 


with 17-in. picture tubes. Ranging 
from a charcoal blue set, No. 3408C, 
set, 3412GL with 


automatic 


to a gold cabinet 
built-in clock; with a 
“night watch” switch which auto- 
matically turns set on and off, and 
an alarm buzzer. 

These models feature compact, 
horizontal design suitable for many 
locations in home; cabinet is 75% in. 
high, 8% in. deep; 24'4, in. wide. 
Picture tube swivels 360 degs.; for 
flexibility in viewing, also permits 
ets to be used as room dividers 

Phileo “SF” 
tube has 


(semi-flat) picture 
been adapted to 17-in. ve1 
ion; powered by 21-in. chassis with 
“Perma-Circuit” printed wired pan 
els; out-front sound through 4 x 6 
in. oval speakers with horizontal 
grilles; primary controls on front; 
telescopic “Pivot-Tenna” on top 
which can be directed to any angle. 


New colors include vermilion, beige 


and mahogany; companion table 
bases on legs come as an accessory. 
“Predicta” table model 4242 is 


continued in line in 


blond. 


mahogany and 


“Mastercraft Collection of 21-in. 
sets include a room-divider set No. 
4744 custom table with Philco 21- 
in. “SF” tube mounted on top that 
swivels 360 degs; chassis is located 
within table; control panel, front- 
mounted; light brown with walnut 
finish on table. 

No. 4692 features horizontal cab- 
inet with oval top, cane-styled 
grilles on both sides of 21-in. pic- 
ture tube; light walnut; oval shelf 
extends full width of base between 
legs. 

No. 4696S, classically styled con- 
sole, “Parkwood” features full-to- 
floor cabinet in mahogany and wal- 
wide borders 
screen; entire set 


nut wood veneers; 
around 21-in. 
swivels. 

Breakfront console No. 4698PR 
with 21-in. picture tube framed on 
both sides with metal-trimmed 
vertical grilles to conceal 4-speaker 
sound system; control panel door 
located under screen; compatible in 
size and design with Philco’s stereo 
hi-fi console No. 1916PR, in pro- 
vincial and mahogany. 

A feature of “Mastercraft Col- 
lection” is its instrumentation with 
“I-Dent” control panels, pre-set fine 
tuning for individual channels, 

indicator; built-in 
UHF-VHF aerials; hi-fi audio pow- 
er systems with multiple speakers, 
powerful chassis, “Perma-Circuit” 
printed wired panels. 


glow channel 


Miss America Models 


These fine furniture models in 
custom styled cabinets include two 
basic 21-in. consoles No. 4686S in 
mahogany and blond and a 24-in. 
console No. 6636 in mahogany, blond 
or wainut. Features include swivel 
cabinets; “wrap-around” sound sys- 
“indented” illumi- 
nated “pop-up” on-off switches and 
channel “T-Dent” con- 
trols and “Perma-Circuit” chassis 


tems; grilles; 


selectors, 


Remote Control 


A wireless remote control unit, 
“Directa” operates electrostatical- 
ly; palm-size, it contains 2 control 
buttons for channel selection and 
change of volume to 2 sound levels. 
This is optional for “Miss America” 
and several “Mastercraft Collec- 


tion” sets. 


Other “’Predictas”’ 

New stylings of last year’s mod- 
els include No. 4730, “The Conti- 
nental” with a restyled base, in 
mahogany or walnut. No. 4242 table 
model is continued without change 
in mahogany and blond; slant-back, 
swivel, 21-in. console No. 4682 intro- 
duced last year has been restyled in 
mahogany, blond or walnut 


Deluxe Series 


Deluxe series of 21-in. conven 
tional table models, consolettes and 
consoles are also available in a va- 
riety of furniture stylings including 
brown-tone; 7 basic models many 
with companion sets for every taste. 
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“Slender Seventeener,” 17-in. 
portable is offered in several new 
sabinet colors; features include a 
new carrying handle and telescopic 
“Pivot-Tenna” aerials that swivel 
360-degs.; “SF” tube; “New-Matic” 
remote control. 

No. 3051XT in tangerine; 3051- 
XAQ in aqua; No. 3151 XGL in gold 
and 3047 in brown. In addition the 
leather-like styles of white alliga- 
tor, black alligator, brown and nat- 
ural leather. Phileo Corp., C & 
Tioga Sts., Philadelphia, Pa. 











Admiral ‘‘Thinman”’ Custom TV 


Admiral TV and 
Stereo 


Two 1960 17-in. portable TV sets, 
2 personal transistor clock radios 
and 2 portable dual-channel stereo 
phonos are announced. 

The Thinman portable is avail- 
able in “Custom” metal cabinets 
and in an “Executive” version in 3 
leatherette selections; sets feature 
thin styling. “Custom” models come 
in sand, beige and white, aquara- 
marine and white or red and white 
“Executive” in tan Morocco and 
white, white Morocco or black. 

Both 5 and 8-transistor cordless 
clock radios entertain and wake-up; 
available in pear! white, Tahiti tan, 
green, black and white, or coral and 
white. 





Admiral Riviera No. 938 stereo 


“Riviera” portable, dual-channel 
stereo designed for compatibility 
with new stereo and other records 
plays 4 record speeds; automatical- 
ly changes up to a dozen 7 and 10- 
in, or 12 12-in. records; sets itself 
automatically for record size and 
plays manually if desired; also in- 
records 

“Fla- 
identical to Riviera with 4- 


12-in. 
of same speed. Single-play 


termixes 10 and 


menco”, 
in. speakers; Riviera, 5-in. speak- 
ers. Both have removable speaker- 
in-lid; coral and silver gray; blue 
and white or sea mist blue and 
aqua. Admiral Corp., 3800 W. Cort- 
land St., Chicago 37, Il. 
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More top-of-the-line features let you step up your customer in quick time... 


NEW MAYTA 


2-SPE jy =| 
4h : 
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SUper Fighiander 


The new Maytag Super-Highlander 
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Automatic Washer lets you offer your 
customer the features she wants most 
at a price that stretches her budget 
the least. 


It gives her 2 wash speeds and 2 
spin speeds. The growing popularity 
of “wash ’n wears” makes this feature 


one of today’s most wanted. 


It gives her unmatched rust protec- 
tion from Maytag’s exclusive zinc- 
coated steel cabinet. (Every Maytag 
has this feature. No other washer, re- 
gardless of price, offers this kind of 
protection. ) 


It gives her a choice of hot, warm, or 
cold water washes and rinses; plus 
Pushbutton Water Level Control, 
Lint Remover Tub, full flexibility, 
and a tubful of other features that 
make it easy to step up from the 


famous Highlander. 


imehdoi Md 





Maytag All-Fabric 





Automatic 
EP ACT 4 Model No. 142 
Supermatic 
The new Maytag Super-Highlander fits in your line the way money fits in your cash New Maytag Model No. 132 
. . P = : — Super-Highlander 
register. Its features ¢ rice make the ste oO e Highlander smooth a 
register Its features and price make the step up from th ghlar smooth and shaving Rianne. oth 
sensible Highlander 
With this addition to the line, you have a natural step up from any starting point Model No. 124 


For complete details on the new Maytag Super-Highlander, write, wire, or phone 
your Maytag Regional Manager or Distributor. The Maytag Company, Newton, la 





There’s a matching Gas or Electric Dryer for every Maytag Automatic—including the new Super-Highlander 


MAY TAG | 
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NEW PFOMUCtS wv, srenco, oncans 


To 


Hoffman Stereo and 
TV 


Three stereo-fi console models, 
portable “Stereo Pal,” and a 
onsole Claremont series Is an 
ed by Hoffman 

The 3 single cabinet, dual chan 
tereo-fi consoles include West 
ter (No 8006) and Inglewood 


Hoffman 


S();) that feature new 


tereo display cope, a movable 
iph” howing visually and 1- 
taneously the ba and treble 
1 rating for both channel 

With display seope listener can 


ially set ba and treble contro! 
if each channel for balance, making 
otation of setting for each record. 

Westchester and Manhattan (No 
8007) have Hoffman AM/FM tuner; 


> microvolt sensitivity for 20 db 


juieting, latest type petal tuning 
eye, 3-gang condenser on FM, bal 
anced 300 FM input and output 
‘ for multiplex stereo. West- 
cheste has 6 matched speaker 
two 12-in. woofers; two 54 in. mid 
range and two 38! in. tweeters 
Manhattan and Inglewood has 1 
matched speaker two 12-in and 
two 5% in 


Remote balance control may be 


ed with all 3 consoles optionally 





Hoffman 


stereo pal” 


Portable Stereo Pal has 4-speed 


changer with automatic “inter 


2A, 


mix” to any combination of 33 


and 45 rpm records automatically; 


plays all monophonic as well as 


tereo records; has turntable that 


pauses during time change cycle to 
protect record from cratching; 
amplifier automatically shuts. off 
after last record. Can be played 


with its 2 speaker compartments 
24-ft. 


20-watt peak power out 


attached or placed up to 
apart; has 
put and is equipped with matched 
speaker system of two 6-in. bass 


and two 4-in. treble speakers; 
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transformer powered amplifier has 
20-20,000 cycle frequency response; 
weighs 40 lbs; 2-tone, scuff-resist- 
ant luggage fabric with stainless 
steel or brushed brass trim. 
Westchester has Garrard 4-speed 
changer, Inglewood 
and Manhattan has Webcor 4-speed 
with 


4-pole motor; 


changer Magicminder speed 
elector. All 3 have inputs for tape 
sound from TV to be 


played through stereo sound sys- 


recorder or 


tem; and are wired for stereo multi- 
plex input so that additional equip- 
ment can be installed. 


TV Console 

Claremont series incorporated hi- 
fi sound system, 21-in. black “easy 
vision” lens pushbutton tuning, 
genuine hardwood cabinetry in 4 
(wal- 
nut, mahogany, maple and blond); 
Mark V with full power 
transformer offers 12-watt peak 
output for TV and 15 for stereo; 
frequency response plus or minus 2 
db from 40 to 20,000 eps; 
hi-fi 
woofers and two 314 


lowboy designs and finishes 


chassis 


Soundo 
rama system has 2 6x9 in 
in. tweeters in 
angled chamber; 


speaker may be 


used as stereo extension 


with FM 
pull “on-off” switch allows preset 


unit, or 


tuner or phono; push- 


ound; lens is removable for dust- 
ing. Shown is contemporary design 
in blond, upright companion unit, 
Newport also available in 4 designs 
and finishes 

from $159.95 for 
portable to $540. for Westchester in 


Salem maple. Remote balance con- 


Price, stereo 


trol with 25-ft. cable, $10. extra. 
Hoffman Electronics Corp., 6200 
So. Avalon Blvd., Los Angeles, 3, 
Calif. 





Delmonico Chord Organ 


Delmonico Organ 


Delmonico announces a new port- 
able chord organ; features include 
12 bass chords; adjustable volume 
control; pre-tuned, imported brass 
reeds with perfect tuned in high 
pitch for each register from 440 to 
A; imported black forest woods in 
blonde; 22 
white keys and 15 sharp and flat 
keys; 
pre-numbered 


mahogany, walnut or 
accessories include legs and 
music books. 
ported from West Germany). 

Price, $99.95. Delmonico Interna- 


(Im- 


tional Div., Thompson-Starrett Co., 
Inc., 42-24 Orchard St., Long Island 
City, i, B. ¥. 





Audion organ 


Audion Electric 
Organ 

Contains a 3 full octave keyboard 
plus the Audion chord player that 
provides major and minor chords; 
rhythm bass can also be used to 
deepen chord provide 
rhythm accompaniments; touch on 
front of unit re- 
leases a bar which rises up flush 
with keyboard, when depressed by 
heel of hand offers a sensitive vol- 


register or 


brass plate on 


ume control; players can play songs 
immediately not by number, but by 
actual note music learning 
system with Audion music books; 
crafted 
with handrubbed finish; 


name 


hardwood 
decorator 
designed fits in any room decor. 


walnut-veneer 


Price, $130; matching table, $25; 
and bench, $20. American Audion 
Corp., 200 Fifth Ave., New York, 
> &- 





Harmochord No. 520 


Musical Products 
Organs 


Musical Products Corp announces 
2 new organs, Harmochord No. 520 
and Harmophone Imperial. 

Harmochord has 40 chord button 
and 34 adult 


finger-width keys; 


stainless steel reeds; hand-rubbed 
African ribbon-striped mahogany 
cabinet; detachable legs; instruc- 


tion and songbooks. 

Harmophone Imperial is a deluxe 
floor model with detachable legs has 
19 adult finger-width keys, plays 4 
full octaves; key- 
song books 
make it simple to play without les- 


conventional 
board; play-by-color 
sons; stainless steel reeds; volume 
control; pilot light; cabinet in ma- 
hogany, walnut or blond finish. 


Prices, Harmochord, $159.95; 


JUNE, 


Harmophone Imperial, $149.95 com- 


plete Musical Products Corp., 3711 


W. Pine Blvd., St. Louis, 8, Mo. 





Thomas Stereo hi-fi No. 610 


Thomas Stereo 
Hi-Fi Combo 


A new stereo hi-fi phono and ra- 
dio combination is being introduced 
by Thomas Self-con- 
tained in one cabinet, it is available 
in 3 furniture styles; 2 matched sets 
of hi-fi tweeters and bass woofers 
are placed at two ends of console 
for maximum separation and en- 
hance stereo effect. 

Two independent AM-FM radio 
tuners permit simultaneous tuning 
of radio broadcasts for stereo re- 
ception; tuner provides for multi- 
plex adaptor; one control regulates 
sound volume of both audio chan- 
nels in selection 
for monaural or stereo listening is 
made automatically. A 4-speed im- 
ported Garrard changer plays 16, 
33 1/3, 45 and 78 rpm records and 
automatically adjusts to play any 
size stereo or monaural records as 
loaded; inputs provided for acces- 
sories such as tape recorder or elec- 
tronic organ; outputs for monaural 
or binaural earphones, auxiliary 
standard; available in 
modern walnut, French provincial 
or contemporary mahogany styles. 

Price, $595. Thomas Organ Co., 
8345 Hayvenhurst Ave., Sepulveda, 
Calif. 


Organ Co. 


stereo listening; 


speakers 





G-E’s new cord take-up reel makes 
lamp and extension cords adjust- 
them by any 
amount up to 9-ft.; designed for all 
No. 18 rubber or 
cords, the reel is easily attached or 
without cutting 
wherever desired; 4-in. 
diam. flat plastic reel lies flat on 
floor. Price, 39¢ less cord set. Gen- 
Electric Co., Wiring 
Dept., Providence 7, R. I. 


able, shortening 


plastic parallel 


removed cord; 


snaps on 


eral Device 
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’ THIS is the High-Fidelity Stereophonic System 
that has the Whole Industry Talking/ 
NEW V-M VERSATILE /MODULAR MODEL 580 





SPEAKER SYSTEMS. C CENTRAL UNIT 


Everybody’s talking about it — and Dealers are happily 


SELLING it! Here’s the definitive answer to the problem of 


what people want and need in stereo systems — one-piece 
systems or separate units. V-M MODEL 580 IS EitHer! 
It’s adaptable to any room arrangement, any acoustic prob- 
lem, any personal preference! 


Perfectly matched separate speaker system units each con- 
tain 12” and 3.5” speakers. Comes completely equipped 
with optional legs for creating 3-piece modular system. 


SHOW IT As THE BEAUTIFUL CONSOLE ILLUSTRATED HERE 
and IN A VARIETY OF COMPONENT ARRANGEMENTS! 


the (eo) fox =) 
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Central unit contains world-acclaimed V-M ‘Stere-O-Matic’™ 
4-speed record changer, powerful dual-channel amplifier 
(30 watts peak, 15 watts per channel) and complete control 
panel — including record compensation control. Dual in- 
puts for phono, tape recorder, tuner and TV offer wonderful 
versatility! 

It’s yours in hand-rubbed Walnut to sell for just $350! | 
(And now available in smart Blonde, too! ) 

A variety of compelling, selling displays and local advertising 
materials helps to tell the Model 580 versatility story 


CALL YOUR V-M DISTRIBUTOR NOW! 


of Vy, ns 


*T.M. of V-M Corp. 


V-M CORPORATION, BENTON HARBOR, MICHIGAN +» WORLD FAMOUS FOR THE FINEST IN PHONOGRAPHS, TAPE RECORDERS AND RECORD CHANGERS 
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. this 
I’ve 
for!” 
This is what vou’ve been waiting for—the 
startling innovations MAGIC CHEF in- 
troduces to the range industry in their 
1960 line... ready now. See them at the June 
Market, Space 1167, Merchandise Mart. 
\\ 
e ® 
AVDIC eC 
/ 
Cleveland, Tennessee 
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New Products 





Arvin stereo No. 8092 


Arvin Stereo Phonos 


Two self-contained stereo units, 2 
stereo units with auxiliary speak- 
ers and two 4-speed conventional 
phonos comprise Arvin’s phono line 
for the coming year. 

Self-contained unit, No. 8092 has 
a 45 rpm turntable with provision 
for record storage in case. Its 2nd 
speaker is contained in lid; can be 
played either in place, with elec- 
tronic circuit completed through 
hinge, or when removed from main 
case and connected with extension 
cable; tone arm on_ automatic 
changer has ceramic cartridge with 
sapphire needle; speakers are 6 and 
514 in. diam.; separate controls for 
tone, balance and volume; wood 
case covered with copper-tone py- 
roxlyn; gold and beige cloth speak- 
er grills. 





Arvin stereo system No. 8093 and No. 1093 
speaker 


No. 8093, 4-speed stereo phono 
with stereo amplifier in main unit 
to power both the main and auxil- 
iary speakers has automatic record 
changer with ceramic cartridge 
tone arm and sapphire needle; both 
speakers are 6-in. in diam; separate 
controls for tone, balance, volume; 
brown case with gold trim; gold 
and beige grills. 

No. 2093, 4-speed manual player 
for teen-agers has speaker in lid; 
tone arm has crystal cartridge with 
sapphire needle; pink case with 
turquoise, pink and black cloth 
speaker grill. 

Continued in line are 4-speed 
stereo phono No. 7097, and auxiliary 
speaker 1597; No. 8091. self-con- 
tained stereo; and 4-speed hi-fi No. 
7093. No. 8091 has 2 speakers that 
swing out from main case, may be 
played when attached to case with 
circuit completed through hinges as 
in No. 8092, or when removed and 
connected by a cable. 

Prices, No. 8092, $69.95; No. 8093 
main unit, $79.95; speaker No. 1093, 
$14.95. No. 2093, $29.95. Arvin In- 
dustries, Inc., Columbus, Ind. 
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Emerson No. 1480 stereo AM/FM TV Phonoradio 


Emerson Stereo TV 
Phonoradio Console 


A stereo AM/FM-TV-Phonoradio 
console combination No. 1480 and a 
newly designed Stereo TV-Phono- 
radiO lo-boy Combination No. 1448 
is announced by Emerson. 

No. 1480 is a completely stereo 
AM/FM-TV_ PhonoradiO console 
equipped with complete 6-speaker 
stereo sound system consisting of 
heavy woofers; midrange speakers 
and hi-fi 
speakers are 


no external 
required; contains 
full-power transformer TV chassis 
with 21-in. wide angle 110-deg. alu- 
minized picture tube; automatic 4- 
speed “Auto-Brain” stereo changer; 
and an AM/FM stereo radio which 
provides facilities for listening to 
simultaneous stereo AM/FM broad- 
casts and separate AM or FM pro- 
grams; cabinet blends with tradi- 
tional or contemporary decor in 
hand rubbed genuine 
hardwood veneer. 

No. 1448 stereo TV-PhonoradiO 
lo-boy combination has full power 
transformer 21-in. wide 
angle 110-deg. picture tube; Emer- 
son dual-channel hi-fi amplifier; 
super-power miracle-tone 3-speaker 
radio and automatic 4-speed “Auto- 
Brain” stereo record changer; pre- 
cision-matched 3-speaker sound 
system consisting of heavy woofer, 
full-range speaker and hi-fi tweeter 
is controlled by Emerson stereo hi- 


tweeters; 


mahogany 


chassis; 


fi speaker selector switch; Lo-Boy 
cabinet in mahogany, limed oak, 
walnut hardwood veneers with gold 
finished paneling. 

Price, No. 1480, $498; No. 1448, 
$398. Emerson Radio & 
Corp., Jersey City, 2, N. J. 


Phono 


4 


a 
Arvin clock-radio No. 5594 


Arvin Radios 
Six radios, including a 3-band, 7- 
transistor “International” portable 
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highlight Arvin’s line of 20 radio 
sets for 1959. 

In addition to 3-band portable 
radio, new models include 3 clock- 
radios, a 6-transistor pocket size 
set; and a 6-transistor table model. 

No. 9598 International has a 
lever-type band selector switch for 
tuning in amateur or foreign broad- 
casts, ship signals, time signals on 
shortwave; marine, weather and 
aircraft reports on longwave band 
and standard AM. This 7-transistor 
plus 1-diode circuit, powered by 8 
standard “D” size flashlight bat- 
teries delivers instant reception of 
stations with signals pulled in by 
long-range telescoping “whip” an- 
tenna. Features a 3-gang con- 
denser; pushpull output; RF ampli- 
fier; age with battery saver switch 
and a 5-in. speaker; 11-in. long, 8- 
in. high, 41%4-in. wide; weighs less 
than 6 lbs. excluding battery; black 
pigskin leatherette case. 

Table model No. 2598 has 6-tran- 
sistor plus 1-diode circuit; 6 “D” 
flashlight batteries that last 500- 
hrs. or more; twin speakers with 
ave; grill and front section of case 
in off-white with charcoal back sec- 
tion. 

No. 5591 low-priced clock-radio 
has new tube design that reduces 
heat 30 percent; 5-tubes; automatic 
volume control; radio can be pre- 
set to turn off at certain time and 
resume playing later; clock also 
controls alarm signal; surf green or 
charcoal with white trim. 

No. 5592 and 5594 are full-fea- 
ture clock-radios with automatic 
“on” alarm set and slumber switch; 
5-tubes of new design. No. 5594 has 
automatic volume control, dual- 
gang condenser; 1100-watt appli- 
ance outlet; horizon blue or dawn 
pink; No. 5592, off-what or surf 
green with white front. 

No. 9594 pocket portable pack- 
aged in kit “showcase-style” with 
leather carrying case; earphone and 
batteries. Carrying case, earphone 
and batteries extra; 6-transistors 
and 1-diode; operates for more than 
100-hrs. when powered by 4-pen- 
light batteries or more than 250- 
hrs. when mercury batteries are 
used; 3% in. high, 6% in. wide; 11% 
in. deep; weighs little over a pound; 
fits into jacket pocket of handbag. 

Continued from 1958 are the 
AM-FM stereo set No. 3586 that re 
ceives programs on both channels 
at same time: a 10-watt amplifier- 
speaker No. 1586 that can also be 
used with a record player; a 3-way 
portable No. 8583 with rotating 
handle-antenna. Other models in 
line include 4 transistor sets one 
with twin speakers—a table radio 
and three twin-speaker table mod- 
els; 4 regular table models and an 
additional clock radio. 

Prices, from $16.95 to $100. Ar- 
vin Industries Inc., Columbus, Ind. 


1959 


Zenith Clock-Radios 


Two multi-purpose clock-radios, 
Empress and Nocturne, with repeat- 
ing wake-up alarm that “calls you” 
up to 6 different times each morn- 
ing is announced by Zenith. Preset 
buzzer alarm can be turned off 
while radio continues to play, and 
buzzer will sound again 7-min. la- 
ter. Both models have long distance 
AM reception; superhet circuit; 4- 
in. speaker, automatic volume con- 
trol; Wavemagnet antenna. 

Empress has appliance outlet; 3- 
gang condenser; comes in all-over 
charcoal; white with charcoal grille 
or solid pink. Nocturne comes in 
white; charcoal with white grille; 
daffodil with grown grill or beige 
with white grille. ' 

Both models a.c. operated; Have a 
Telechron clock with luminous hour 
and minute 


Zenith Nocturne clock-radio 


hands; sweep second 
hand; clock-radio control system is 
simplified with single 4-position 
switch for turning radio on and off 
manually, on or off automatically 
and in triggering wake-up alarm 
system. Cabinets are finished all 
around with moulded back. 

Saxony, another new clock-radio 
has sleep switch, appliance outlet, 
automatic on-or-off radio and con- 
ventional alarm system; comes in 
white, pale blue or terra cotta with 
Roman gold trim and grille. 

Prices, Empress, $49.94; Noc- 
turne, $39.95. Zenith Radio Corp., 
6001 W. Dickens Ave., Chicago, 39, 


Ampex No. 960 stereo recorder-reproducer 


Ampex Stereo Line 


Ampex announces a new line of 
Ampex Sound including a Video- 
tape recorder for television; record- 
ers; console and portable home mu 
sic systems. 

Portable No. 960 stereo recorder- 
reproducer has many family enter- 
tainment uses: a tape library “off 
the air’ from FM or stereo broad- 
casts for the cost of blank take; 
with a suitable tuner can record 
monaural, FM-AM stereo and FM- 
multiplex stereo; tape can be moni- 
tored while being recorded to be 
sure music is “captured”; 3 sepa- 
rate dual track stacked heads for 


erase, record and playback make - 
this possible. Plays back ‘2 track, 
full track, 2-track stereo and 4- 
track stereo at 3% or 7% ips. 


Two new stereo accessory kits: a 
stereo-microphone kit No. 880 and a 
stereo-headset kit No. 881, packed 
in durable containers suitable for 
storage: No. 880 kit, contains 2 hi- 
quality dynamic microphones; om- 
nidirectional, matched for stereo 
recording; on-off shorting switch; 
detachable 8-ft. cable and 2-conduc- 
tor plug. No. 881 kit contains stereo 
head set (headband-mounted minia- 
ature dynamic speakers) with 
chamois-cushioned earpieces; 5-ft. 
cable; and standard 3-conductor 
plug; and a junction box with 12-ft. 
extension and twin outlets for a 
second stereo headset. 


Two hi-fi components, a stereo 
AM-FM tuner and a stereo audio- 
control center preamplifier for in- 
corporation into Ampex console 
home music systems are available 
separately as components; identical 
in size and matching in style, avail- 
able uncased for built ins or in 
hardwood cabinets 
walnut 


(unfinished or 
finish for open or shelf 


mounting. 


A stereo AM-FM tuner No. 502 
on a single chassis has 2 independ- 
ent matched radio tuners for either 
or both AM and FM broadcast re- 
ception. Tuner has full AFC in cir- 
cuit; switches on or off from front 
panel; 11 plus 6 
multi-purpose tubes; accurate vis- 
ual tuning indicators for balanced 
tuning; also provides for adapting 
to FM multiples stereo broadcast 
reception. 


single-purpose 


Audio control center-preampli- 
fier No. 402 offers instant selection 
of any source of stereo or monaural 
reproduction; each of 2 channels 
has independent push-pull  con- 
trolled inputs which permit selec- 
tion and automatic proper match- 
ing, equalization and balance for 
music from tape, records, FM-AM 
tuner, TV 
other external sound sources. 


tuner, microphone or 


Two loudness controls, one for 
each channel; separate individual 
controls for bass and treble re 
sponse; and a self-contained trans- 
former power supply with metallic 
rectifiers are included. 


“Signature” home music system 
(No. 8000) available in hand rubbed 
walnut parquet finish “Crescendo” 
in 3 models: contemporary walnut 
(No. 7002) or teak (No. 7006); 
French Provincial, (No. 700) or 
traditional mahogany (No. 7004). 
Custom console (No. 6606) in teak; 
cherry fruitwood, No. 6608) Custom 
models available in a_ variety 
of combinations—stereo-phono; 
stereo-radio and stereo-phono; ster 
eo-tape console; stereo-radio and 
stereo-tape console. Ampex Audio 
Inc., subsidiary of Ampex Corp., 
1020 Kifer Rd., Sunnyvale, Calif 
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MERCHANDISING 


SUPPLEMENT 


PRODUCTS - SERVICES 


FOR MORE SALES— MORE PROFIT 





RATES: 


$28.28 per inch. Contract rates on request. 
An advertising inch is measured 7%’ verti 
cally on one column. There are 4 columns 


—48 inches to a page. 


New Advertisements received by June 


1 2th will appear in the July issue. 














60 Years of 
Dependable 
Service! 


LIFSCHULTZ 
=FAST FREIGHT- 


FASTEST TO BOTH COASTS! 











ROLL-OR-KARI DUAL TRUCKS 


Handle refrigerators, 
ranges and freezers 
the quick and easy 
way. Pat'd Step-On- 
Lift. 


wheels. 


Retractable 
7-ft. web 
straps. Cap. 800 Ibs 





Deluxe Model (Swivel wheels at one end)....$52.00 
Super Deluxe (Swivel wheels at both ends)... $56.00 
FOB Zumbrota. Ship. wt. approx. 50 Ibs. 

Write Dept. B 
ROLL-OR-KARICO., Mfgrs., Zumbrota, Minnesote 





FAMOUS 


Permanently splices broken 
wires and coils in electric 
applian es, automotive and 
industrial equipment. Make 
repairs ands plices quickly 
cheaply. 5 sizes. 





Just insert wirh 


ends and crimp 
tight with ordinary 
pliers. 


MEND-IT SLEEVE MFG. CO. 


3125 Gloria Terrace 


WRITE FOR CATALOG 
& FREE SAMPLE 


Lafayette, California 








MANUFACTURER'S REP 





Leading manufacturer opening new OEM 
Division for electric rotisserie motors, 
wheels, mower parts. All territories now 


available. Send resume including present 
territories to Atlas Tool and Mfg. Co., OEM 
Division, 5147 Natural Bridge Blvd., St. 
Louis 15, Mo. 
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new products 





Defensor No. 504 humidifier 


Defensor Humidifiers 


This new type atomizing humidi- 
fier operates on an aerosol princi- 
ple—atomizing water in the form 
of aerated minute particles by cold 
mechanical centrifugal ejection of 
dry mist into air stream. 

No. 504, portable, plug-in unit 
with an atomizing capacity of 1% 
to 1% pts. of water per hr.; suita- 
ble for applications up to 12,000 
cu. ft.; for homes, offices, apart- 
ments, ete. 

No. 2001, designed for plenum 
installation in warm air heating 
systems, has reservoir capacity of 
over % gal. and will maintain rela- 
tive humidity at 35-45 percent in 
homes up to 30,000 cu. ft.; even 
when outside temperatures go be- 
low zero. An automatic control hu- 
midistat may be used if desired. 
Skuttle Mfg. Co., Milford, Mich. 





Homko Lawn Sweeper 


Homko Lawn 
Sweepers and 
Tillers 


Rounding out 1959 
purpose lawn 
fold-away, hand-powered sweepers 
HS-720, 20-in., 4-bu. capacity, and 
HS-728 28-in. model with 8-bu. ca- 
pacity. 

Equipped with all-steel frame, 
bumper bar; double tubular handle; 
each model features Homko lift-out 
canvas basket which fills from rear 
to front; top brush cover throws 
debris into basket properly regard- 
less of height of brush setting; can 
be folded flat and hung up when not 
in use. 

An all-in-1 rotary tiller, RT-300, 
is also announced. Designed for till- 
ing, it is self-propelled; equipped 
with fingertip clutch control—user 
lowers clutch lever to stop machine; 


Homko 
line are 


all- 


sweeper 2 


1939 





double tubular steel handle has 2 
contour grips for balance and ma- 
neuverability; full 6-in. handle 
height adjustment. Other features 
are a 3 h.p., 4-cycle B & S gas en- 


gine with recoil starter; worm 
transmission; oil and dust tight 
transmission case; steel tines 


shaped to avoid picking up debris; 
adjustable gauge for depths swivels 
for easy steering; 22 in. wide, the 
machine can be adjusted to 12 or 
17-in. for narrow rows. Western 
Tool and Stamping Co., 2725 Sec- 
ond Ave., Des Moines, 13, Iowa. 








Life-Lite flashlight 


Life-Lite Flashlight 


Slim, compact pocket or purse- 
size flashlight never needs new bat- 
teries; easily recharged overnight 
by separating the two halves and 
plugging one into any wall socket 
of standard current; cannot wear 
out, leak, corrode or overcharge; 


fits palm of hand; powered by 








nickel cadmium button cell; 2-tone 
grey and gold unbreakable case; 
weighs 3 oz.; less than 4-in. long 
and an inch thin. 


Price, $5.95. Gulton Industries, 
Inc., 212 Durham Ave., Metuchen, 
Mm. d- 





Davis Efficiency unit kitchen E-480 


Davis Unit Kitchens 


A complete line of Efficiency unit 


kitchens is announced by Davis 
Products Co. The line includes units 
from 24 to 72-in. wide. Many com- 
binations including 
range-refrigerator; range-sink-re- 
frigerator; range-sink-oven-refrig- 
erator. Refrigerator capacities are 
available in 4, 6 and 8 cu. ft.; also 
available for built-in application. 
A popular console unit features a 
2-burner range top, a 6 cu. ft. re- 
hide- 
away hood to conceal kitchen when 
not in use. 

Models are available with gas or 
electric range tops; units construc- 
ted of all-welded zinc-eoated rust 
with baked white 
available on 
porcelain 
Niles, 


are available 


frigerator and sink, has a 


resistant steel 
enamel! finish; 
request; 


colors 
acid-resistant 
Products Co., 


tops. Davis 


Mich. 





scheduled meetings 


JUNE 


15 to 25th Summer Markets Merchan- 
dise and Furniture Marts Chicago, 
Ilinois 


18 to 19%h AHLMA Convention Edge- 
water Beach Hotel Chicago, Illinois 


21 to 25th NAMM Annual Music Show 
New Yorker Hotel New York, New 
York 


22 to 26th Western Summer Market 
San Francisco, California 


29 te July 3rd Summer Markets Atlan- 
ta Merchandise Mart Atlanta, 
Georgia 


JULY 


13 to 17th National Housewares Show 
Convention Hall Atlantic City, New 
Jersey 


AUGUST 


Week of August 10 International As- 
sociation of Electric Leagues E| 
Cortez Hotel San Diego, California 


9 to 15th NARDA Management School 


American University Washington, 


2 


SEPTEMBER 


28 to October 2nd National Hardware 
Show Coliseum New York, N. Y. 


OCTOBER 


5 to 7th American Gas Association An- 
nual Convention, Conrad-Hilton Ho- 
tel Chicago, Illinois 


29th to 30th AHLMA 13th Natl. Home 
Laundry Conference Statler Hi!- 
ton New York, N. Y. 
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Booming Bank Credit 


Hk latest phenomenon in the consumer credit 

field is the mushrooming growth of bank credit 

plans. They are fully described and analyzed in 
the opening article of this issue. 

Although it is too early to assess the full impact 
they will have on the appliance business, there seems 
little doubt that they are going to have to be reckoned 
with. Any form of consumer credit which is as flex- 
ible and as readily available as revolving bank credit 
is bound to have an effect on normal cash sales, in- 
stalment contracts and customers’ credit ratings. In 
fact, the whole field of consumer credit seems to be 
exploding into new forms, designed to make it easier 
and easier to spend without cash. The Diner’s Club, 
one of the first in the field, has been followed by 
American Express universal credit card, the Hilton 
Carte Blanche, and now by most of the leading banks 
in the country. And most of these credit cards, espe- 
cially the new bank variety, make it possible to buy 
all kinds of merchandise on time. 

Bank credit is in two forms, (1) charge account 
credit, based on a credit card issued by the sponsor- 
ing bank and (2) check credit. Each seem to serve 
specific credit needs. Thus, charge account credit is 
useful to the shopper for casual small purchases in 
stores where she may not have an account. Here, pur- 
chases are in the $10 range. Check credit, on the oth- 
er hand, is a revolving type of bank credit, similar 
to that many departnent stores use, which is based 
on a relatively fixed amount (say about an individu- 
al’s monthly salary) and which can be repaid in in- 
stalments—usually 12 months. So bank credit cards 
should have a great appeal to women shoppers mak- 
ing relatively small purchases, while check credit 
may be widely used for larger instalment purchases. 

Naturally, finance houses look with distaste, if not 
dismay, on these new developments. They pose a po- 
tential threat to their volume of credit business. They 
have even issued warnings that the new plans will 
harm the dealer because (1) they threaten to dry up 
funds which banks have been extending on condi- 
tional sales contracts (2) they threaten to weaken 
the dealers’ contact with his credit customer (3) they 
cost the dealer too much (four to six percent discount 
per transaction) and (4) they will encourage price 
chiselling by the customer who, via the bank credit 
card, is able to pay “cash”. 

On the other hand, bank credit plans seem to offer 
dealers some distinct advantages. They give small 


LAURENCE WRAY Editor 


dealers the advantage of “open account” business; 
they relieve him of the necessity of checking each 
customer’s credit, posting accounts and sending out 
statements; they give the dealer a shot at more po- 
tential sales through his access Toa greater number 
of credit accounts; they mean that customers using 
credit cards would be less apt to seek discounts. 

It’s hard to predict just what role these new credit 
plans will play in the dealers’ future. But we suggest 
that an investigation of the ones being offered in your 
own community would be smart business. A lot of 
your potential customers are going to be carrying 
these new credit cards or checks around—and using 
them. 


Back on the Beam 


B USINESS, thank the Lord, seems to be booming 

again. The late and little-lamented recession has 
loosened its hold on the economy and put people back 
in the mood to buy our goods. 

Figures on appliance-radio-TV shipments are only 
available for the first quarter at the time of writing, 
but they make good reading and indications are that 
the last couple of months showed even greater im- 
provement. Here are a few picked at random. 

Refrigerators up 29 percent; freezers up 42 per- 
cent; automatic washers up 14 with washer-dryer 
combos up 41 percent; electric dryers up 20, but gas 
dryers a whopping 48 percent; electric ranges up 19, 
beating gas range gains of 12 percent; built-ins in 
both electric and gas models up between 45-50 per- 
cent; and water heaters—gas and electric—up 13-15 
percent. Dishwashers and disposers also climbing— 
the former up 36 and the latter 25 percent. Televi- 
sion made a 14 percent gain for the first quarter 
while radios—home, clock and portable—were up 12 
percent. 

Most of these gains, happily, were reflected at the 
retail level throughout the country, as a glance at 
our “How’s Business” page will show. What’s more, 
manufacturers’ earning statements all show impres- 
sive improvements for the first quarter. 

But now that customers seem once again in a mood 
to buy, let’s get smart and sell them something be- 
sides price alone. There’s a lot of evidence piling up 
that they are becoming increasingly leery of phony 
pricing. Besides, there’s nothing dishonest about 
making a reasonable profit. 
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year 


This can be The Golden Year for you in laundry equipment sales. Heard that before? Well, 
hear it just once more, but with an open mind. Please, listen. Today, Hamilton Dealers are 
achieving the greatest early-year sales in history, far exceeding last year. Within the next 
few weeks the 1960 Hamilton Golden Year program will be announced. There'll be new prod- 
ucts, new emphasis on dealer promotional support, a new milestone in laundry equipment 
selling, a new ready-made store event — and some wonderful o/d ideas which set Hamilton 
Dealers pleasantly apart from others. Hamilton will continue to be a clean line, with a mean- 
ingful franchise, a unique sales story and a remarkable record of retail success. This is The 


Golden Year for Hamilton, its Distributors and Dealers. It can be for vou. 
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fabulous KOODARAMA 


stands alone among all refrigeration products with excitement, 
glamor and a personality all its own. It has no competition. 
That’s why it’s delivering big-ticket sales at full margins 
to Kketwuneator dealers everywhere. 





